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To  read  more  on  the  energy  crisis,  visit  the  San  Francisco  C'hronicle  online  at  www.st'qutc.com/vncrqy. 


When  the  power  went  out  in  California, 
one  paper  shed  light  on  the  story. 

The  state  of  California  is  the  world's  sixth-largest  economy,  yet  it  is  in 
the  midst  of  a  power  crisis.  The  combination  of  rising  natural  gas  prices, 
reliance  on  out-of-state  generators,  and  the  botched  deregulation  of  the 
electricity  market  has  threatened  California's  economy  and  jeopardized 
the  quality  of  life  for  its  citizens. 

The  San  Francisco  Chronicle  was  relentless  in  pursuit  of  this  story  from 
the  beginning  and  continues  to  give  comprehensive  coverage.  To  date, 
it  has  devoted  tens  of  thousands  of  column  inches  to  the  power  crisis 
with  breaking  news,  investigative  and  explanatory  pieces,  and  guides  to 
educate  consumers  on  how  to  cope.  The  Chronicle  was  first  to  forecast 
the  bankruptcy  of  Pacific  Gas  and  Electric.  The  paper  also  debunked  the 
power  industry  myth  of  a  huge,  growing  demand  and  uncovered 
evidence  of  generators  manipulating  the  market. 

The  energy  crisis  is  the  kind  of  story  that  makes  good 
newspapers  indispensable.  Its  complexities  can't  be 
explained  in  a  three-minute  sound  bite.  They  demand 
in-depth  reporting  and  perspective.  Helping  readers 
understand  both  the  causes  and  the  effects  is  one 
more  way  the  Hearst  Newspapers  enrich  readers' 
lives  every  day. 


If  we  aren’t  going  to  be 
the  innovators,  who  will? 


In  1908  Henry  Ford  revolutionized 
transportation  with  his  Model!.  At  DGM,  we 
set  the  single  width  industry  standards  for 


Henry  Ford  changed 


technology. 

Now  it’s  time  for  DGM  to  raise  the  bar  again 
with  the  DGM  440.  40,000  impressions  per 


the  way  rubber  hit  the  road. 


P.O.  Box  573,  Elizabethville,  PA  17023  800.DGM.6119  717.362.3243  Fax:  800.648.0213  or  717.362.4165 


DGM  changes  the  way 
ink  hits  the  paper. 


hour,  shaftless  drive,  three  air  cylinder  acuated 
form  rollers,  three  oscillating  rollers, 
improved  ink  train  for  optimal  ink  distribution, 
oil  lubricated  drive  and  operator  side-plus  so 
many  other  ‘standard’  features  puts  this 
press  in  a  class  all  by  itself. 


See  for  yourself  the  quality  you  can  expect 
from  the  innovators  of  single  width  ted^logy 
-  Dauphin  Graphic  Machines, 
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SEATTIE  SUBSCRIPTION  CAMPAieN 


CONGRATULATIONS  TO  BOTH  FRANK 
Blethen  and  you  for  taking  a  stand 
and  for  printing  the  story  [“Times 
to  city  of  Seattle:  Ease  up  —  or  we’ll  walk,” 
June  II,  p.  5]. 

It’s  about  time  someone  stood  up  to  the 
local  politicians.  They’ve  been  running 
Seattle  like  a  suburb  of  San  Francisco  long 
enough.  Hell,  I’m  so  proud  of  him.  I’m 
going  to  subscribe  to  the  paper. 

RALPH  SOLOMON 
Kirkland,  Wash. 

MOVIES  IN  LA.- WE  lOVE  IT! 

I  WAS  HEARTBROKEN 

when  I  read  a  whUe 
back  that  Edwards 
Cinemas  had  filed  for 
Chapter  II  bankruptcy 
protection,  for  it  meant 
an  end  to  its  proposed 
multiplex  in  Westchester, 
which  would  have  been 
the  elegant  suburban 
chain’s  first  theater  inside 
the  city  limits  of  Los  Ange¬ 
les  and  the  Westside’s  first 
permanent  Imax  venue. 

Within  the  Los  Angeles 
Times'  primary  circulation 
area,  Edwards  is  the  largest  chain  among 
15.  In  recent  times,  its  directory  has  occu¬ 
pied  a  fiiU  broadsheet  page  five  days  a  week 
and  two  tabloid  pages  on  Thursdays  and 
Sundays,  when  the  “Calendar”  section  takes 
on  a  magazinelike  appearance.  Altogether, 
theater  directories,  including  “Theatre 
Times,”  which  lists  participating  legitimate 
houses,  take  up  about  4V2  broadsheet 


pages,  or  nine  tabloid  pages,  before 
counting  stand-alone  display  ads  for 
specific  movies  or  plays  or  concerts,  which 
appear  all  week,  as  well,  but  are  especially 
big  not  only  on  Simdays  but  Fridays  and 
Saturdays,  too.  I  suspect  the  L.A.  Times 
publishes  its  “Calendar  Weekend”  on 
Thursdays  because  the  broadsheet  section 
was  already  so  thick  with  ads  on  Fridays. 

But  the  L.A.  Times  didn’t  just  fall  into 
that  treasure  by  happening  to  be  located  in 
a  big  market  or  a  motion-picture  colony 
[“Film  strip,”  Jan.  15,  p.  18].  It  has  been  en¬ 
gaged  in  a  long,  persistent  process  of  fimi- 
chise-buUding,  going  back  to  the  1930s  — 
even  the  ’20s.  The  L.A.  Times’  theater  direc¬ 
tories,  including  an  independent  theater 

guide,  have  listed  theaters 
fiom  Santa  Barbara  and 
Bakersfield  to  San  Diego 
and  Palm  Springs  —  even, 
at  one  time.  Las  Vegas.  So 
people  came  to  know  that 
no  matter  where  you  were 
in  Southern  California, 
you  could  pick  up  a  LA. 
Times  and  see  what  was 
playing  locally.  At  the 
same  time,  theaters 
throughout  that  wide¬ 
spread  area  carried  on¬ 
screen  advertising  for  the 
L.A.  Times  helping  to  con¬ 
vey  the  idea  that  it  was  a  regional  newspa¬ 
per,  of  interest  to  all  Southern  Californians. 

Talk  about  building  a  marketplace!  With 
the  substantial  editorial  content  all  that 
supports,  it’s  hard  to  imagine  a  producer  or 
distributor  or  exhibitor  being  able  to  ignore 
the  L.A.  Times  “Calendar”  section. 

THOMAS  D.  BRATTER 
Los  Angeles 


LETTERS 

'EkP  welcomes  letters.  Send 
them  via  e-mail  to  letters@ 
editorandpublisher.com,  xna 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organvsatumal  affilia¬ 
tion,  location,  and  e-mail 
address.  Letters  may  be  edited 
jbr  all  the  usual  reasons. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 

are  overcome  by  airplane  delivery, 
according  to  IC.  Gomes  of  the 
Honolulu  Star-Bulletin.loidit, 

•  99%  of  the  paper's  territorial 
j  subscribers  get  K  by  air,  with  the 
!  other  1%  getting  it  by  barge. 
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JUNE  23, 1951:  I  reads:  “Including  selected 

All  that  remains  in  type  of  a  I  features  from  the  /.or/rs 

once-famous  name  in  American  |  Star-Times.”  The  Post-Dispatch's 
journalism  is  an  18-point  line  j  rival  ceased  publication  June  15. 
beneath  the  Page  One  title  of  the  } 

SL  Louis  Post-Dispatch  that  I  Distance  and  radio  competition 
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PR  Newswire  provides  real-time  assistance  when  you  need  information  now. 


You  can  count  on  PR  Newswire  to  help  you  save  time  in  retrieving  information  and  researching  expert  sources. 
All  you  have  to  do  is  go  to  www.prnmedia.com  and  register. 


Then  you  can  visit  our  media-only  Web  site  at  anytime  to  get  real-time  news  releases,  VNRs, 
audio  and  video  clips,  daybooks,  feature  packages  or  even  connect  with  industry  experts  and  company 
spokespersons  through  our  ProfNet^^  service.  All  at  no  charge  exclusively  for  registered  journalists. 


Or  simply  tell  us  the  content  you're  interested  in  for  your  online  news  site, 
and  we'll  deliver  it  to  you  by  e-mail,  FTP,  fax  or  the  wire. 


Your  time  is  valuable.  Don't  waste  it.  Register  now  for  our  password-protected 
Web  site  at  www.prnmedia.com.  Or  call  1-800-387-8448. 


Advancing  information.  Powering  success.^' 
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Seattle  Mayor  Paul 
Schell  plans  to 
meet  with  Publisher 
Frank  A.  Blethen  of 
The  Seattle  rimes  this 
week,  hoping  to 
dissuade  Blethen  from 
relocating  Times  head¬ 
quarters  from  the  city 
to  the  suburbs,  as  the 
publisher  threatened. 

“it  always  concerns 
me  when  any  Seattle 
business  considers 
moving,"  Schell  said 
in  a  statement  re¬ 
sponding  to  an  E&P 
story  that  first  report¬ 
ed  the  threat  last 
week.  “When  Mr. 
Blethen  returns  to  the 
city,  we  will  meet  to 
discuss  all  of  the 
Times’  concerns 
in  detail.” 

rimes  President 
and  Chief  Operating 
Officer  H.  Mason 
Sizemore  said  the 
city  would  have  to 
provide  real  incentives 
to  keep  the  paper. 
“Clearly,"  he  told  E&P, 
“we  need  some  relief 
from  what  appears 
to  be  unreasonable 
demands  placed  on 
us  to  do  business  in 
thedty." 

-  JOE  STRUPP 


7  ~  .  .  ,  bility  to  respond  to  rapidly  changing  market  condi- 

t  rnint  (or  moko)  tions.  Large  dailies,  however,  fear  the  USPS  would 

I  likO  fr66  hOnd  freedoms  to  favor  large  direct-mail  com¬ 

panies  that  compete  for  advertising.  Smaller  news- 
3S  it  sees  fit  papers,  which  are  distributed  by  post,  fear 

-  ever-more  frequent  rate  increases  if  the  Postal  Ser¬ 
vice  sinks  into  chronic  crisis. 

Papers  already  face  their  second  rate  increase  of 
iviCE  (USPS)  SAYS  IT  IS  this  year.  Rates  used  to  ship  newspapers  went  up  from 
recedented  rates,  with  a  about  6%  to  10%  in  January,  and  are  set  to  rise  again 
r  more  possible  this  year.  July  1  by  another  1%  to  3%.  This  second  increase  is  a 
mpted  pleas  for  White  result  of  the  USPS’  decision  to  override  the  Postal 
t  the  attention  of  Con-  Rate  Commission  that  vets  rate-hike  requests.  It 
„  1  „  .  ,  1  1  leaves  small  newspapers 

Postal  Service  S  Wild  Ride  impatient.  “Our  rates  are 

Estimated  Net  Income  for  Fiscal  2001  going  up,  service  is  going 

'  down.  We  need  improve- 
>  ment  now,”  said  Senny 

Boone,  vice  president  for 
government  relations  at  the 
National  Newspaper  Asso- 
elation,  an  industry  group 
for  smaller  papers. 

The  Postal  Service  says  it 
is  squeezed  by  slowing 
growth  in  mail  volume  and 
increased  competition 
from  private  delivery  serv¬ 
ices,  as  a  sluggish  economy 
stifles  postal  revenue  stretched  by 
increased  fuel  costs.  Postal  gover¬ 
nors  in  March  asked  President 
Bush  for  his  support  for  moderniz¬ 
ing  the  main  31-year-old  postal 
law.  In  following  weeks,  they 
warned  “universal  service  is  at  risk 
without  statutory  reform,”  froze 


In  Millions  ' 

Source:  U.S.  Postal  Service  and  Federal  Times 

Postmaster  General 

I  John  E.  Potter  says 
hiring  freezes  and 
other  cost-cutting 
tactics  have  helped 
save  $2  billion. 
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IHIBUNECO. 

TRIMmUFF 

Citing  the  econo¬ 
my  and  fading 
revenue,  the  Tribune 
Co.  said  Thursday  that 
it  is  eliminating  jobs 
through  what  it  says 
wiH  mosUy  be  volun¬ 
tary  retirement. 

In  a  memo,  Tribune 
Co.CEOJohnMadi- 
gan  added,  “Several 
Tribune  business  units 
wdl  also  eliminate  a 
number  of  positions.” 

The  focus  is  on  ear¬ 
ly  retirement  but  Los 
Angehs  Times  spokes¬ 
man  David  Garcia  toM 
£&P  that  within  cer¬ 
tain  departments, 
“There  may  be  reor¬ 
ganizations  that  will 
resuH  in  job  elimina¬ 
tions.”  -  JOEL  DAVIS 

‘NEWnHOPS 

F0R680CERIE$ 

The  New  fork 
Daily  News 
launched  an  unusual 
three-part  advertorial 
series  last  week  to  lure 
back  grocery  advertis¬ 
ers  who  pulled  ads  to 
protest  an  investiga¬ 
tive  series  on  super¬ 
markets  that  failed 
health  inspections. 

Oa/fy  News  execu¬ 
tives  declined  to 
comment  on  how  the 
series  came  about  or 
if  any  of  the  grocers 
mentioned  in  the 
advertorials  paid  for 
the  space.  “We  don’t 
discuss  the  editorial  or 
advertorial  process,” 
spokesman  Ken 
Frydman  toM  EU*. 

The  advertorials, 
written  by  a  free-lance 
writer,  ran  four  pages 
each.  -  JOE  STRUPP 
-i.  f*i  i,.; 
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construction  on  post  offices,  and  contemplated 
reduction  of  deliveries  to  five  days  from  six. 

Such  pronouncements,  skeptics  say,  may  be 
aimed  mainly  at  Capitol  Hill,  where  the  USPS  hojies 
to  win  the  pricing  freedom  it  covets.  “We’ve  always 
suspected  this  most  recent  flurry  ...  was  at  least  in 
part  designed  to  stimulate  a  sense  of  crisis  in  Con¬ 
gress,”  said  Jack  Estes,  executive  director  of  the 
Main  Street  Coalition  for  Postal  Fairness.  Its  mem¬ 
bership  includes  the  Newspaper  Association  of 
America,  which  represents  daily  newspapers. 

Daily  newspapers  generally  do  not  post  their 
product.  But  they  do  worry  that  pricing  flexibility 
would  allow  the  Postal  Service  to  cut  deals  with  spe¬ 
cific  companies.  Currently,  rates  may  differ  among 
classes  of  mail  but  not  between  companies.  Newspa¬ 
pers  fear  price  flexibility  will  produce  a  class  of  fa¬ 
vored,  large-volume  advertising  mailers  who  enjoy 
low  rates  that,  unfairly,  are  subsidized  by  those 
doomed  to  use  other,  pricier  mail  products.  The  sce¬ 
nario  foresees  direct  mailers,  with  a  major  cost  sub¬ 
sidized  by  the  USPS,  in  a  position  to  lure  advertisers 
away  from  newspapers. 


Congress  is  poised  to  weigh  in.  Rep.  Dan  Burton,  R- 
Ind.,  chair  of  the  House  Committee  on  Government 
Reform,  has  devoted  two  hearings  this  year  to  postal 
affairs.  In  a  letter  to  President  Bush,  Burton  said 
“change  is  needed”  and  called  for  White  House  in¬ 
volvement  in  “this  matter  of  extreme  urgency.”  A 
committee  member  and  longtime  postal  maven.  Rep. 
John  McHugh,  R-N.Y.,  is  offering  as  a  starting  point 
failed  legislation  he  developed  during  the  last  Con¬ 
gress.  Large  dailies  opposed  the  bill  in  part  because  it 
allowed  price  flexibility.  Small  newspapers  supported 
it,  believing  it  held  out  the  promise  of  rate  stability. 

Critics  say  that,  before  it  gets  regulatory  relief,  the 
Postal  Service  needs  to  better  control  its  costs. 
George  A.  Omas,  vice  president  of  the  independent 
Postal  Rate  Commission,  said  the  Postal  Service  is 
on  track  to  spend  $1.7  billion  more  this  year  than  it 
anticipated  —  and  has  yet  to  explain  why. 

“The  deficits  are  real,”  said  USPS  spokesman  Greg 
Frey.  He  points  to  hiring  freezes  and  other  cost-cut- 
ting  measures.  Postmaster  General  John  E  Potter, 
who  took  office  June  4,  said  such  steps  have  helped 
the  service  rack  up  $2  billion  in  recent  savings.  Ill 


Prosperity  just  around  the  comer? 


2001  ad  spendiny  estimate  cut 


BY  LUCIA  MOSES 


N 


EWSPAPERS 
will  be  lucky 
to  show  any 


advertising-revenue 
increase  at  all  this  year, 
but  the  picture  should 
brighten  significantly 
next  year,  said  Robert  J. 
Coen,  a  leading 
industry  ad  prog¬ 
nosticator. 

Tfie  forecasting 
director  for  Uni¬ 
versal  McCann 
last  week  slashed 
his  prediction  for 
2001  U.S.  media 
spending  to  2.5%  from 
his  December  forecast  of 
5.8%,  citing  the  deeper- 
than-expected  drop-off 
in  the  economy  and  lack 
of  dot-com  spending. 

His  revision  under¬ 
scored  deepening  pes¬ 
simism  about  media  in 
the  short  term.  “TTie  eco¬ 
nomic  climate  looked 


pretty  good  back  in 
December,”  Coen  said. 
Now,  he  said,  “It’s  really 
falling  apart,  or  soften¬ 
ing  a  lot  more  than  any¬ 
one  thought  was  likely.” 

Next  year,  he  pre¬ 
dicted,  total  media  ad 
spending  will  increase 


pected  to  increase  3.1%, 
to  $98.5  billion.  He  sees 
national  advertising, 
recently  a  major  growth 
category  for  newspapers, 
rising  only  1%,  to  $7-3 
billion,  in  newspapers 
and  2.1%,  to  $151.2 
billion,  in  all  media. 


“[The  current  economic 
climate]  is  really  falling 
apart,  or  softening  a  lot 
more  than  anyone  thought 
was  likely.” 


5%,  to  $262  biUion,  as 
both  the  economy  and 
comparisons  with  prior 
years  improve. 

For  this  year,  Coen 
predicted  local  ad 
spending  in  newspapers 
will  rise  a  scant  1%,  to 
$42.2  billion,  reflecting 
persisting  retail  softness. 
In  all  media,  local  is  ex- 


—  ROBERT  J.  COEN 
Universal  McCann 

Probably  most  worri¬ 
some  for  newspapers  is 
the  classified  categoiy, 
which  has  been  plagued 
by  steep  declines  in  help- 
wanted,  particularly  in 
high-tech  employment 
Other  media  may  fare 
better  this  year,  when 
Coen  looks  for  local  ad 
spending  to  increase  3% 


in  TV  and  5%  in  radio. 
His  national  advertising 
forecast  is  a  mixed  bag, 
with  spot  TV  declining 
6%,  but  cable  TV  and 
radio  increasing  8%  and 
2%,  respectively. 

After  eight  straight 
years  of  solid  economic 
growth,  outlooks 
for  the  economy 
have  dimmed. 
Making  the  year 
even  worse,  the 
political  and 
Olympics  ads 
that  fattened 
media  coffers 
last  year  are  absent. 

The  dot-com 
explosion  of  the  past 
couple  of  years  also 
taints  comparisons.  By 
the  fourth  quarter  of 
1999,  dot-com  advertis¬ 
ing  had  shot  up  437% 
over  the  year-earlier 
quarter.  One  year  later, 
it  was  down  15%. 
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Two  Philadelphia- 
area  players 
have  moved  to 
expand  their 
footholds  In  the  city’s 
growing  sutMjrbs. 

The  Journal 
Register  Co.  bought 
the  Montgomery 
Newspaper  Group’s 
24  suburban,  com¬ 
munity,  and  lifestyie 
publications,  from 
Metroweek  Corp., 
while  Philadelphia 
Newspapers  Inc. 

(PNi)  merged  its 
two  free  community 
paper  and  shopper 
subsidiaries. 

PNI’s  community 
papers  are  distributed 
free  to  more  than 
750,000  households 
a  week.  Montgomery 
Newspapers  has  a 
combined  nondaily 
free  and  paid 
distribution  of  about 
340,000,  bringing  . 
Journal  Register’s 
total  area  nondaily 
distribution  to  about 
1.1  million. 

-  LUCIA  MOSES 


BY  LUCIA  MOSES 

Most  newspapers  still  send  out  tear 
sheets  by  snail  mail,  but  technology  is 
starting  to  catch  up.  A  growing  number  of 
papers  are  saving  time  and  money  by  sending  tear 
sheets  electronically. 

Using  this  method,  ads  are  sent  to  a  Web  site, 
where  advertisers,  ad- 
vertising  agencies,  and 

other  tear-sheet  users  EiT?*  » 

can  verify  publication  mot*— e 

and  quality  online.  SsT  ^ 

One  of  the  early  |  “ 

adopters  is  the  Ventura  |  i  ^ 

Counfj/ (Calif.)  5far.  The  j  \  || 

paper  used  to  have  three  j  i _ § 

employees  devoted  to  ^ 

sending  tear  sheets.  ^  g 

Even  so,  tear  sheets  were  - - 

often  late  in  going  out,  |  . .  ^ 

which  made  ad  pay-  [ 
ments  late  in  coming 

Connell,  retail  adver- 
tising  manager.  The 

job  was  boring,  emd  1^ 

an  electronic  process 

three  years  ago,  the 

Star  needs  only  one  ss- 

staffer  to  do  the  job.  ;  ^ 

more  timely.  “It’s  more  i 

sues  need  to  be  resolved 

before  e-tear-sheeting  ' 

can  become  widespread,  vendors  and  users  say. 

Papers  must  satisfy  users  that  an  electronic  document 

can  provide  the  same  proof  of  publication,  quality, 

size,  and  location  as  a  paper  tear  sheet. 

The  process  also  must  be  simple.  Current  methods 
are  cumbersome,  said  John  Stipe,  president  of  the 
Newspaper  Association  of  America’s  (NAA)  Coopera¬ 
tive  Marketing  and  Sales  Federation  and  advertising 
manager  for  Booth  Newspapers  Inc.  in  Grand  Rapids, 
Mich.  One  comment  he  has  heard:  “We  don’t  want  to 
have  to  go  to  a  third  place  to  find  an  electronic  image.” 


Allegir^that 
the  Pacific 
Northwest  News¬ 
paper  Guild  hasn’t 
fulfilled  its  side  of  a 
deal  that  ended  a 
seven-week  news¬ 
paper  strike.  The 
SeatUe  rimes  is 
suing  the  union  in 
federal  court. 

The  Times'  suit 
seeks  to  enforce  a 
part  of  the  setHement 
agreement  mandating 
that  the  Guild  pro- 
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mote  the  paper  in 
exchange  for  the 
Times  restoring  union 
members  to  pre-strike 
positions. 

Guild  spokes¬ 
woman  Liz  Brown 
told  the  Seattle-based 
Pugent  Sound  Busi¬ 
ness  Journal  that  the 
union  has  not  spent 
Guild  funds  promot¬ 
ing  the  Times  be¬ 
cause  ‘Ihey  haven’t 
removed  permanent 
replacements  from 
our  members’  jobs.” 

The  suit  may  come 
down  to  semantics  as 
both  sides  disagree 
over  the  definition  of 
“permanent  replace¬ 
ments." 

“The  suit  was  over 
the  interpretation  of 
the  retum-to-work 
agreement  with 
the  Guild,”  Times 
President  and  Chief 
Operating  Officer  H. 
Mason  Sizemore  told 
E&P.  “The  court  will 
decide  whether  the 
Times  has  fulfilled 
its  agreement  on 
permanent  replace¬ 
ments.  We  obviously 
believe  we  have.” 

-  JOEL  DAVIS 

1/TH  CENTURY 


An  online  search 
engine  providing 
access  to  millions  of 
pages  of  newspaper 
content  dating  back 
to  the  17th  century 
is  being  promised 
through  a  new  joint 
venture  between  the 
National  Newspaper 
Association  (NNA) 
and  a  Massachusetts- 
based  online  archiver. 

NNA  and  the  Cold 
North  Wind  Corp.  of 
Framingham,  Mass., 


But  for  e-tear-sheeting  to  gain  traction,  it  needs  to 
get  easier  for  users,  Stipe  said.  His  NAA  federation 
formed  a  committee  trying  to  do  just  that,  by  devel¬ 
oping  suggested  guidelines  for  newspapers  that  are 
considering  making  the  switch. 

The  group  also  has  proposed  a  Web  site  that 
would  serve  as  a  clearinghouse  linking  all  other 


e-tear-sheet  sites  so  that  users  could  view  all  their 
tear  sheets  using  one  site.  The  group  is  seeking  a 
company  or  organization  to  run  the  proposed  site. 
Others  echo  the  call  for  some  uniformity.  “In  the 
end,  advertisers,  I  don’t  believe,  are  going  to  want  to 
go  to  15  different  Web  sites,”  Ad  Looks’  Ferra  said. 
“They’re  going  to  want  to  go  to  one.”  11 


Community  publishing  on  the  ropes 


K0Z.com  sale  a  sign  of  the  times 


BY  KARIM  MOSTAFA: 

As  NEWSPAPERS 
re-evaluate 
every  aspect  of 
their  new-media  ef¬ 
forts,  the  once-lauded 
concept  of  com¬ 
munity-pub¬ 
lishing  is  taking 
a  whacking. 

Several  newspa¬ 
pers  are  pulling 
the  plug  on 
these  profitless 
efforts,  even  as 
the  major  vendor  of 
online  community-pub¬ 
lishing  software  under¬ 
goes  a  reorganization. 

Knight  Bidder  is 
shutting  down  most  of 
its  community  sections 
—  which  typically  al¬ 
lowed  local  groups  such 
as  Little  Leagues  and 
churches  to  have  their 
own  pages  on  news¬ 
paper  Web  sites. 

Beginning  July  2,  the 
Chicago  Tribune  will  no 
longer  provide  Web¬ 
hosting  and  self-pub¬ 
lishing  services  to 
nonprofits.  Other 
companies,  such  as 
Blethen  Maine  News¬ 
papers  and  Needham, 
Mass.-based  Commu¬ 
nity  Newspaper  Co.,  are 
considering  overhauls. 

In  some  cases,  papers 
report  that  they  never 


got  much  community 
involvement  —  with 
their  community 
forums  ghettoized  far 
away  from  the  main 
sections  of  their  sites. 


j  model,”  said  Royce 
I  Vibbert,  senior  pro- 
!  ducer  of  the  site. 

KnightRidder.com, 

I  based  in  San  Jose, 

I  Calif.,  also  reported  low 
!  usage  of  the  community 
I  sections  of  its  Web 
I  sites.  “I  don’t  know  if 


And  a  bigger  problem 
for  publishers  during 
these  tough  times  is  that 
these  sections  aren’t 
bringing  in  revenue. 

Chicago- 
tribune.com 
had  450  local 
groups’  sites 
online,  but  the 
cost  of  main¬ 
taining  a 
homegrown 
solution  was 
prohibitive. 

“We  couldn’t 
justify  support¬ 
ing  the  tech¬ 
nology  any 
longer,  and  we 
couldn’t  keep 
developing  new 
tools  that 
compared  with  the 
sites  that  do  commu¬ 
nity  development  as  the 
core  of  their  business 


manager  for  Knight- 
Ridder.com. 

KnightRidder.com 
closed  most  of  its  com¬ 


MaineToday. coin’s  Joe 
Michaud  believes  that 
advertisers  will  want  a 
niche  audience  that 
returns  —  frequently. 


the  community  was 
ready  to  embrace 
[community  publish¬ 
ing],”  said  Pete  Casillas, 
regional  marketing 


munity  sections  May  31 
—  the  same  day,  coinci¬ 
dentally,  that  a  North 
Carolina  court  accepted 
an  investor  group’s  bid 
for  financially  troubled 
KOZ.com,  the  primary 
vendor  of  community¬ 
publishing  software  to 
newspaper  Web 
sites.  Based  in 
Durham,  N.C., 
KOZ  had  backing 
from  The  Record 
in  Hackensack, 
N.J.,  Pulitzer  Inc., 
and  the  Donrey 
Media  Group,  and 
it  had  raised  nearly  $40 
million  since  its 
inception  in  1996. 

Community  Software 
Acquisition  Corp.,  an 

- ,  investor  group 

■  based  in 
"  Morrisville, 
N.C.,  placed  a 
$712,000  bid 
for  KOZ.  That 
sale  and  a  sub¬ 
sequent  reor¬ 
ganization  are 
expected  to  be 
finalized  in  a 
few  weeks. 

Sam  Whitt, 
chief  operating 
officer  of  KOZ, 
said  that  mean¬ 
while  it  will  be 
business  as 
usual  on  the  back  end. 
The  company  is  be¬ 
lieved  to  have  more 
than  450  newspapers 
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plan  to  unveil  the 
project,  “America's 
Chronicles,”  at 
the  annual  NNA 
Convention  and  Trade 
Show  in  Milwaukee 
this  September.  The 
project  initially  will 
offer  online  archives 
from  all  3,600 
NNA  member  papers, 
with  plans  for  as 
many  as  500  million 
pages  of  content 
spanning  most  Ameri¬ 
can  newspapers. 

-  JOE  STRUPP 

CANABlIiei 

BEB0U6HT? 

Quebecor's  sale 
of  its  11% 
stake  in  Abitibi- 
Consolidated  has 
analysts  speculating 
about  whether  the 
world’s  biggest 
newsprint  maker 
could  be  taken  over, 
furthering  industry 
consolidation  that 
could  give  producers  . 
pricing  leverage. 

Quebecor  had  been 
Abitibi's  biggest 
shareholder  before 
selling  its  stake  June 
7  to  reduce  its  debt. 
Quebecor  had  been 
unhappy  with 
Abitibi's  manage¬ 
ment,  demanding 
the  replacement  of 
President  and  CEO 
John  Weaver. 

Those  who  believe 
a  takeover  is  possible 
cite  the  trend  towards 
consolidation  and 
Abitibi’s  lack  of  a 
controlling  sharehold¬ 
er.  Others  note  that 
competition  concerns 
rule  out  a  takeover  by 
another  North  Ameri¬ 
can  company,  and 
say  few  players  else¬ 
where  are  big  enough 


using  its  services.  Many  i 
of  those  papers  are  ! 
taking  a  wait-and-see  j 
attitude  about  KOZ’s 
future. 

Whitt  emphasized 
that  KOZ  continues  i 
to  operate  with  38  i 
staffers,  the  same  I 

number  it  cut  down  to  j 
a  month  ago  when  it  i 
filed  for  bankruptcy. 


So  what’s  next? 
KnightRidder.com  is  i 
rolling  out  online  ! 

forums  connected  to  ’ 
stories  as  a  way  to  get 
user-generated  content  | 
up  front.  That  costs  far  i 
less  than  maintaining  i 
community  publishing,  ! 
Casillas  said. 

Blethen  Maine’s 
MaineToday.com  built 


up  its  KOZ  section,  but 
found  that  those  users 
weren’t  connecting  with 
the  site’s  news  offer¬ 
ings,  said  Joe  Michaud, 
the  site’s  president. 
With  a  $30,000  grant 
from  the  Pew  Center 
for  Civic  Journalism, 
MaineToday.com  has 
developed  technology 
that  pulls  community 


content  directly  into 
news  pages.  Maine- 
Today.com’s  Michaud 
believes  that  advertisers 
will  be  attracted  to  a 
niche  audience  that 
frequently  returns  for 
discussions.  So  far,  | 

j  almost  no  one  has  been  i  j 
I  able  to  attract  signifi-  j  | 
cant  advertising  to  [ 

i  community  sites.  S  j ! 


‘Blade’  oprs  drawing  swords 


Old  wounds  open  anew  amid  union 
organizing  drive  in  Washington 


BY  MARK  FITZGERALD 

CHICAGO 
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A  NEWSROOM  UNION-ORGANIZING  DRIVE  THAT 
surfaced  just  days  after  Window  Media 
LLC  completed  its  purchase  of  The  Wash¬ 
ington  Blade  is  now  drawing  attention  to  another 
nettlesome  problem  for  the 
company  as  it  assembles 
the  first  chain  of  gay  and 
lesbian  newspapers  in  the 
United  States. 

Four  dissident  investors 
who  say  they  collectively 
hold  a  stake  of  about  10%  in 
the  Atlanta-based  Window  i 
Media  —  and  who  sued  last  j 
year  to  get  financial  infor-  ! 
mation  from  the  company  —  ' 
inserted  themselves  into  the 
Blade  organizing  dispute  last 
week  with  a  “Dear  William” 
letter  to  Window  Media 
President  William  Waybourn 
demanding  that  the  company 
treat  its  pro-union  employees 
“fairly.” 

“Given  our  prior  experience 
with  the  Window  Media  man¬ 
agement  and  their  evident  ; 

disregard  for  input  from  the  Heard  on  the  street  in  D.C.:  “The  Blade  Voice” 
investors,  we  feel  the  need  to  express  our 
concern,”  stated  the  letter  from  investors  Michael 
Aycock,  Barry  Baker,  and  Joe  Porter,  all  of 
Atlanta,  and  Gary  Little,  a  software  developer  in 
Pensacola,  Fla. 

Little  told  E^P  in  a  telephone  interview  that  the 
dissident  investors  are  not  taking  a  position  on  the 
Washington-Baltimore  Newspaper  Guild  Local 
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32035  organizing  campaign  at  The  Washington 
Blade.  “But  the  thing  that’s  disturbing  is  [that  the 
union  campaign]  indicates  a  pattern  we’ve  seen 
before,”  Little  said.  “Something  is  dramatically 
wrong  at  Window.” 

The  investors,  who  came  on  board  in  1997  as 
Waybourn  and  co-founder  Chris  Crain  began  ex¬ 
panding  the  reach  of  their  Atlanta-based  Southern 
Voice  weekly,  “have  never  received  a  real  balance 
sheet”  from  Window  Media,  Little  said. 

The  investors  and  Window 
Media  management  swapped 
and  then  withdrew  lawsuits 
over  the  issue  in  Georgia  state 
court  last  year. 

Crain  did  not  return  phone 
calls  about  the  investor’s  let¬ 
ter,  but  earlier  in  the  week  he 
said  he  was  “disappointed” 
and  surprised  by  the  union 
organizing  effort.  “They  have 
never  to  this  day  told  us  what 
problems  they  have  with  us,” 
Crain  said. 

“There  isn’t  anything  the 
new  people  did  or  brought 
I  in  that  was  shocking  or 
horrible,”  said  Blade  re¬ 
porter  Lou  Chibbaro,  a 
leader  of  the  organizing 
drive.  “We  just  want  a  level 
playing  field.  We  will  not  do 
anything  to  hurt  [Window 
Media’s]  growth.” 

The  organizing  drive  is  off  to  a  contentious  start, 
though:  The  Guild  has  filed  an  unfair-labor- 
practice  charge  alleging  Waybourn  threatened  to 
fire  two  pro-union  employees.  The  union  also 
publicized  the  dispute  at  last  week’s  annual 
“Capital  Pride”  gay  festival,  circulating  petitions 
and  distributing  stickers  proclaiming,  “I  support 
the  Blade  workers.”  11 


More  updates 
from  The  Blade 
I  oice  to  come! 
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giant-  LUCIA  MOSES 

GANNETT'SHO 

AFIXER-UPPEG 

Gannett  Co.  Inc. 

and  USA  Today, 
which  had  planned 
to  move  next  month 
into  a  new  800,000- 
square-foot  head¬ 
quarters  in  Tysons 
Comer,  Va.,  have 
delayed  the  relocation 
until  after  Labor  Day 
because  the  building 
is  considered  unac¬ 
ceptable,  Gannett 
executives  said. 

Company  spokes¬ 
man  Steve  Anderson, 
who  declined  to  reveal 
the  cost  of  the  build¬ 
ing,  said  the  company 
is  working  with  the 
contractor,  Clark 
Construction  Group, 
to  remedy  problems 
for  a  move  this  year. 

Anderson  said  Gan¬ 
nett  plans  to  relocate 
all  1,200  employees 
to  the  new  site  from 
its  longtime  home  in 
Arlington,  Va.,  be¬ 
cause  it  lost  its  lease 
on  the  property. 

-  JOE  STRUPP 


Blowing  in  the  'Tailwind' 


CNN,  producer  declare  a  truce 


BY  ALLAN  WOLPER 

The  decision  by 
CNN  to  settle  a 
$100-million 
defamation  suit  deprived 
the  public  of  testimony 
from  CNN  founder 
Ted  Turner,  U.S. 
Secretary  of  State  Colin 
Powell,  former  Secretary 
of  State  Henry  Kissinger, 
and  an  A-list  of  TV 
network  news  stars. 

“We  were  ready  to 
depose  them,”  said  for¬ 
mer  CNN  Producer  Jack 
Smith,  who  pocketed  an 
undisclosed  pile  of  cash 
from  the  settlement. 

Had  CNN  not  settled. 
Smith  would  have 
demanded  the  network 
make  public  all  the 
source  material  that 
he  and  former  CNN 
co-producer  April 
Oliver  collected  for  their 
heavily  critiqued  June 
1998  documentary, 
“Valley  of  Death,”  which 
cost  them  their  jobs. 
CNN’s  investigation. 


heavily  promoted  by 
the  network  when  it  pre¬ 
miered  as  part  of  a  joint 
effort  with  Time,  alleged 
that  the  U.S.  militaiy, 
in  a  1970  mission  during 
the  Vietnam  War  called 
Operation  Tailwind,” 
dropped  nerve  gas  on 
American  defectors 
in  Laos. 

A  case  would  have 
included  depositions 
and  testimony  from 
Turner  and  CNN 
President  Tom 
Johnson,  who 
received  a  series 
of  private,  angry 
telephone  calls  from 
Kissinger  protesting  j 
the  documentary, 
according  to  Smith. 

Kissinger  was  .j.^ 
secretary  of  state  at 
the  time  of  the  Tailwind 
raid,  and  felt  his  place  in 
diplomatic  history  would 
have  been  diminished 
if  the  CNN  program 
had  gone  unchallenged. 
Smith  said. 


CNN’s  decision  to 
settle  the  suit  is  a  mini¬ 
reprise  of  the  network’s 
legal  battle  with  Oliver. 
The  network  agreed 
to  give  her  $1  million  to 
settle  her  suit  in  the 


I  Turner's  testimony:  Out  of 


middle  of  a  deposition 
by  Adm.  Thomas  Moor- 
er,  former  chairman  of 
the  Joint  Chiefs  of  Staff. 

“Moorer  pretty  much 
confirmed  Oliver  and 
Smith’s  reporting,”  said 


Steve  Weinberg,  former 
executive  director  of  the 
Investigative  Reporters 
and  Editors,  whose  own 
investigation  of  the 
Tailwind  controversy  is 
scheduled  to  run  this  fall 
in  The  Nation. 

After  a  nationwide 
protest  that  included 
public  denunciations 
by  Powell,  Pentagon 
officials,  and  dozens 
of  veterans  groups, 
CNN  retained  First 
Amendment  lawyer 
Floyd  Abrams  to 
investigate  the 
network’s  reporting 
procedures.  Abrams 
concluded  that  the 
i  documentary’s 
i  producers  had  not 
— '  proved  their  case, 

g0  * 

and  convinced  CNN 
to  retract  the  story. 

Weinberg  takes  issue: 
“They  just  did  a  helluva 
job  of  reporting,  and 
for  that  piece  to  have 
been  disowned  was 
ridiculous.”  11 


EACTIVA.COM'$ 
DYNAMIC  DUO 

Dow  Jones  & 

Co.  Inc.  and 

1 1  Reuters  Group  PLC 

I  are  joining  forces  to 

^  launch  Factiva.com,  a 

Web-based  news  and 
business  information 
research  tool  that 
will  replace  the  two 
companies'  news 
archiving  services. 

Pricing  will  be  set 
on  either  a  flat-fee  or 
a  per-article  basis. 

-  KATHRYN  WADE 


Judge  refuses  to  let  papers  raise  the  dead 


Challenge  of  DNA  test  denial  coming  | 

BY  LUCIA  MOSES 

Four  newspapers  plan  to  seek  a  stay  of  a  j 
ruling  by  a  judge  in  Virginia  who  rejected 
their  unusual  request  to  posthumously  test  | 
the  DNA  of  Roger  Keith  Coleman,  executed  in  1992 
for  rape  and  murder.  | 

Buchanan  County  Circuit  Court  Judge  Keary  R.  | 
Williams  ruled  this  month  that  retesting  Coleman’s  | 
DNA  would  have  no  bearing  on  the  fairness  of  the  | 
death  penalty  or  on  the  public’s  confidence  in  the 
justice  system.  Earlier  testing  strongly  suggested 
Coleman’s  guilt,  but  many  believed  him  innocent, 
and  the  papers  argued  that  today’s  improved  testing  | 
techniques  might  exonerate  him.  I 


The  newspapers  hope  to  preserve  the  DNA 
evidence  while  they  consider  appealing  to  the  Vir¬ 
ginia  Supreme  Court.  “I  hate  to  let  it  rest,”  said 
William  H.  Millsaps  Jr.,  executive  editor  of  the 
Richmond  (Va.)  Times-Dispatch,  which  was  joined 
in  the  case  by  The  Virginian-Pilot  in  Norfolk,  The 
Washington  Post,  and  The  Boston  Globe. 

“There’s  always  been  a  suspicion  that  justice  is 
not  blind,  it’s  human,”  Millsaps  told  E^P.  “Our  role 
is  to  pursue  the  truth,  even  if  the  truth  may  be 
uncomfortable.” 

A  judge  permitted  posthumous  DNA  testing 
once  before  when  a  group  of  newspapers  sought 
to  investigate  the  innocence  of  Ellis  Wayne  Felker,  a 
Georgia  man  executed  for  rape  and  murder. 
Testing  ceased  late  last  year  after  results  were 
inconclusive.  11 
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TODAY 


TOMORROW 


TOYOTA 


Mass-produce  a  hybrid  The  other  10% 

system  that  reduces 
smog-forming  emissions 
by  up  to  90% 


In  1997,  Toyota  was  the  first  car  company 
in  the  world  to  mass-produce  a  hybrid 
vehicle.  By  combining  gasoline  and  electric 
power,  the  Prius  reduces  smog-forming 
emissions*  cuts  gas  consumption  in  half, 
and,  in  short,  has  revolutionized  the  way 
cars  affect  our  environment. 

Even  so,  we're  not  resting  on  our  laurels. 
The  Toyota  Hybrid  System  is  being  further 
refined,  to  make  it  cleaner  and  more 
efficient.  And  we're  continuing  to  search 
for  even  greener  forms  of  transportation. 

The  next  step?  A  hydrogen-powered  fuel 
cell  vehicle  whose  only  emission  is  pure 
water.  And  beyond  that,  who  knows.  But 
no  matter  what  fresh  alternatives  are 
discovered  in  the  future,  they  won't  be 
found  overnight.  They'll  be  the  result  of 
90%  perspiration.  And  10%  inspiration. 

www.toyota.com/tomorrow 


Based  on  measutements  of  hydrocarbons  and  oxides  of  nitrogen.  Compared  to  the  average  car.  ©2001 


E  &  P  NEWS 


Flood  and  information 


Houston  takes  on  water 


BY  JOE  STRUPP 

Tropical  Storm 
Allison  struck 
Houston  with 
torrential  rains  recently, 
but  the  Houston  Chron¬ 
icle  kept  publishing  de¬ 
spite  blocked 
delivery  routes  and 
stranded  reporters. 

Things  got  so  bad  that 
seven  sports  copy  editors 
had  to  take  shelter  in  a 
hotel  room  near  the 


I  paper.  “Then  the  power 
went  out  at  the  hotel  and 
they  had  to  come  back,” 
said  Managing  Editor 
Tommy  Miller. 

In  all,  105  Chronicle 
employees  were  affected 
personally  by  the  flood- 
I  ing,  said  Chronicle 
spokeswoman  Stephanie 
Knific.  They  included 
I  reporters  forced  to  file  by 
phone  from  their  homes 
I  and  a  photographer  who 


;  had  to  be  rescued  out- 
i  side  his  flooded  car. 
j  The  heaviest  rains  be- 
!  gan  June  8,  and  flooding 
j  stranded  many  delivery 
I  trucks,  resulting  in  thou- 
I  sands  of  readers  receiv- 
I  ing  papers  late  or  not  at 
!  all.  Since  the  paper  is 
j  printed  at  two  locations, 
some  readers  received 
copies  with  certain 
j  sections  missing. 

1  On  June  9  and  10,  the 


545,066-circulation 
paper  (737,626  Sun¬ 
day)  received  more 
than  6,900  complaints 
of  late  or  undelivered 
papers,  said  Knific,  who 
noted  the  Chronicle  av¬ 
erages  2,200  such  calls 
over  most  weekends. 

The  flooding 
did  not  damage  any 
production  facilities. 

Although  the  Chron¬ 
icle  chose  not  to  publish 
its  Sunday  bulldog  edi¬ 
tion,  the  paper  provided 
extensive  flood  coverage 
in  a  12-page  Sunday 
special  section  that 
replaced  the  regular 
local  section  June  10.  II 


the  GREAT  FIjOOD 
OF  2001 


5 


Rain  of  terror 

Deluge  brings  dislocation,  drama,  9  deatl 


— M  FVxMhraten  disrapt  ddtwiry  of  C 


NATIONAL  REPORT 


Cindy  Sease  shines  in  CAMEO  role 

CINDY  Sease,  classified  advertising  director 
at  the  Daily  Inter  Lake  in  Kalispell, 

Mont.,  won  the  Newspaper  Association  of 
America's  prized  CAMEO  (Classified 
Advertising  Manager's  Executive  Order) 
Award. 

Chuck  Cornelius, 
director  of  advertising 
for  Gannett  Co.  Inc., 
was  honored  with  the 
McGovern  Award  for 
outstanding  contribu¬ 
tions  to  newspaper 
classified  advertising. 

Best-of-show  hon¬ 
ors  in  three  circulation  t 

Daily  Inter  Lake 

categories  went  to 

the  Daily  Camera,  Boulder,  Colo,  (less  than 
75,000);  The  Gazette,  Cedar  Rapids,  Iowa 
(75,000-150,000);  and  The  Birmingham 
(Ala.)  News  (more  than  150,000). 

—  Kathryn  Wade 

Pacifica  shareholders  OK  purchase 

Almost  three-quarters  of  shareholders 
in  Vancouver,  British  Columbia-based 
Pacifica  Papers  Inc.  last  week  approved  an 
arrangement  whereby  rival  Norske  Skog 
Canada  will  acquire  the  newsprint  maker. 

Pacifica  said  that,  excluding  votes  cast  by 
a  subsidiary  of  Cerberus  Capital  Management 
and  Pacifica  CEO-on-leave  Wayne  Nystrom, 
approximately  95%  of  shares  and  options 
were  voted  for  the  deal. 


Those  who  object  are  expected  to 
challenge  the  result  of  the  vote  in  British 
Columbia's  Supreme  Court  at  a  formal 
fairness  hearing.  —  Jim  Rosentxrg 

James  Finkelstein  takes  ‘The  Hill’ 

Former  uw  journal  publisher  James  A. 

Finkelstein  is  buying  control  of  struggling 
News  Communications  Inc.,  parent  of 
The  Hill  in  Washington  and  a  string  of 
New  York-area  weeklies,  with  plans  to 
take  it  private. 

Finkelstein  intends  to  sell  the  city  weeklies 
and  focus  on  The  Hill  and  Dan’s  Papers  on 
eastern  Long  Island,  N.Y.,  while  also  either 
starting  or  buying  national  and  professional 
publications.  —  Lucia  Moses 

No  cross-ownership  action  in  June 

Daily  newspaper  owners  will  have  to  wait 
at  least  another  month  for  federal 
regulators  to  address  the  rule  that  keeps 
them  from  buying  broadcast  stations  in 
their  markets. 

The  five-member  Federal  Communications 
Commission,  occupied  with  seating  three 
new  Bush  administration  appointees,  did  not 
place  the  cross-ownership  rule  on  the  agenda 
for  its  monthly  meeting  this  Wednesday. 

—  Todd  Shields 

Reuters:  Job  cuts?  What  job  cuts? 

Reuters'  new  CEO,  Tom  Glocer,  is  re- 
structuring  its  business  segments  around 
customers,  rather  than  products,  but  it's 


unclear  what  effect  the  change  will  have  on 
newspaper  and  other  media  customers. 

Also,  the  company  would  not  confirm 
reports  that  500  jobs,  or  2.7%  of  its  work 
force,  would  be  cut.  —  LM. 

Recycled  paper  mill  settles  suit 

WITHOUT  ADMITTING  TO  VIOLATIONS,  BLUE 
Heron  Paper  Co.,  operator  of  the 
Oregon  City,  Ore.,  recycled-newsprint  mill 
sold  a  year  ago  by  Smurfit  Newsprint, 
settled  a  Clean  Water  Act  lawsuit  brought 
by  two  environmental  groups. 

Blue  Heron  will  accept  a  stricter  state 
permit  that  requires  less  heat  and  turbidity 
in  discharges.  Blue  Heron  also  will  assist  in 
river  restoration  and  pay  plaintiffs  an 
undisclosed  sum. 

President  Mike  Siebers  called  the 
settlement  “more  efficient  than  litigating,” 
and  said  his  employee-owned,  220,000- 
ton-a-year  mill  is  the  first  to  face  the  state's 
new  temperature  rules.  —  J.R. 

Ottaway  plans  Maine  purchases 

OTTAWAY  Newspapers  Inc.  agreed  in 
principle  to  buy  two  Maine  weeklies, 
the  York  County  Coast  Star  in  Kennebunk 
and  The  York  Weekly  in  York,  to  complement 
the  Maine  presence  of  its  daily  Portsmouth 
(N.H.)  Herald.  Terms  were  not  disclosed. 

The  seller,  Dallas-based  American 
Consolidated  Media  L.R,  was  represented  by 
Dirks,  Van  Essen  &  Murray  of  Santa  Fe,  N.M. 

—  LM. 
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Home  DepoTcoup  shows  off 
Philadelphia  Newspapers  Inc.’s 
selective  inserting  system 


‘Fresno  Bfee^ 
Abuu  OveiUn 
Wireless  Idil 


StreetSmart; 
Phil  Jon^  (left) 
of  GMA  Inc. 
and  Kirk 
Trautman 
of  Philadelphia 
Newspapers 
Inc.  at  (^MA’s 
plant  in 
Allentown,  Pa. 


web  ware 

OPENPAGESINC. 

Westford,  Mass. 

Extended  its  flagship  ContentWare 
product,  through  integration  with  Macro¬ 
media  Dreamweaver,  to  achieve  a  work 
flow  allowing  work  vdthin  Dreamweaver 
to  make,  fill,  and  publish  Web  templates. 
Web  content  creators  using  Macromedia’s 
front-end  authoring  client  can  create, 
save,  search  for,  and  retrieve  material 
from  the  ContentWare  database  without 
leaving  Dreamweaver  and  can  create  Web 
pages  on-the-fly  with  ContentWare’s  new 
manual  page-building,  which  allows  page 
creation  in  real-time  via  direct  access  to 
ContentWare’s  rich-content  repositoiy. 

prepress 

NET-LiNXPUBLiSHiNG  SOLUTIONS 

Sacramento,  Calif. 

Signed  its  first  U.S.  Insiight  editorial 
customer,  The  Santa  Fe  New  Mexican,  for 
a  67-seat  system  to  replace  a  Microsoft; 
DOS-based  CText  system.  Insiight  was 
developed  by  System  Integrators  Inc., 
which  net-linx  acquired  with  CText  last 
year.  It  provides  one  interface  to  multiple 
applications  and  systems.  Its  Universal 
NewsGram  Architecture  gives  newspapers 
freedom  to  chose  functional  components 
best  suited  to  their  operations. 

The  paper  chose  QuarkXPress  for 
pagination  and  QuarkCopyDesk  for 
editing  and  fitting  copy.  The  Microsoft 
Windows  NT-based  system  is  deployed 
on  a  server  farm  for  performance  and 
redundancy  running  the  Insiight  suite  of 
server  applications.  Lotus  Domino  will 
store  text  content  in  a  media-neutral 
tagged  format  for  alternative  uses. 

Net-linx  also  integrated  a  three- 
workstation  AdVision  Layout  and 
Pagination  System  (ALPS),  developed  by 
CText,  with  The  Cincinnati  Enquiret^s 
Czar  Il-based  System  77  developed  by  SII. 
ALPS’  automatic,  rules-based  pagination 
handles  multiple  publications  and 
complex  requirements.  With  ALPS,  the 
operation  now  paginates  the  Enquirer-,  its 
joint  operating  agreement  partner,  The 
Cincinnati  Post,  classified  ad  sections  of 
The  Kentucky  Post  in  Covington;  and 
numerous  special  sections. 

UNISYS  CORP. 

Blue  Bell,  Pa.;  Milan,  Italy 

Reached  a  development  pact  with  Wood- 

Wing  Software,  Zaandam,  Netherlands, 


whereby  WoodWing  will  provide  Unisys 
with  plug-in  technology  and  development 
services  to  further  the  integration  of  the 
Unisys  e-@ction  News  Content  Manager 
—  Hermes  with  Adobe  Systems  Inc.’s 
InDesign  page-layout  application.  The 
companies  first  will  develop  a  way  to 
transfer  layout  information  and  gross 
typography  from  InDesign  to  News 
Content  Manager  so  that  Unisys  clients 
will  be  able  to  work  with  InDesign  and 
the  Unisys  pagination  engine.  The  effort 
seeks  to  ease  a  transition  to  Unisys 
editorial  and  pagination  solutions  by 
reducing  training  time. 

GEAC  PUBLISHING  SYSTEMS 

Tampa,  Fla. 

Offers  FlashNews,  software  running  on  a 
handheld  personal  digital  assistant  (PDA) 
under  Palm  Computing’s  Palm  Operating 
System.  It  allows  photographers  and 
reporters  to  file  pictures  and  copy  from 
the  scene  of  a  story  near  deadline,  using  a 
PDA  with  a  modem  and  cell  phone  or  a 
wireless  modem. 

FlashNews  transmits 
data  as  extensible 
markup  language 
(XML)  e-mail  attach¬ 
ments  that  can  be 
read  by  any  system 
(including  Geac’s) 
that  accepts  the 
established  news 
industry  text  format 
(NTTF). 

FlashNews 
handles  automatic 
data  formatting 
for  specific 
destinations  and 
will  scan  a  mailbox 
on  the  PDA  for 
specific  incoming 
messages, 
retrieving  only 
those  in  the 
correct  format  for 
the  application.  Users  also  can  take 
newsroom  assignments,  notes,  abstracts, 
and  other  attachments. 

A  photographer  can  insert  the  Compact 
Flash  card  from  a  professional  digital 
camera  into  a  FlashNews-equipped  PDA’s 
CF  slot,  attach  International  Press 
Telecommunications  Council  (IPTC) 
header  information  to  a  picture,  and 
transmit  it  to  the  office.  Reporters  can 
submit  copy  or  messages  using  an 
attachable  folding  keyboard. 

FlashNews  runs  on  any  device  with 


Geac's  FlashNews  runs  on 
digital  assistants  using  the 


Palm  OS  3.1  or  greater.  Geac  recommends 
the  TRGPro  fi:om  TRG  Products,  Des 
Moines,  Iowa,  particularly  for  photo 
transmission.  Features  include  8  MB 
RAM,  2  MB  Flash  memory,  and 
compatibility  with  most  Palm  III  series 
third-party  hardware. 

TERA  US 

Bedford,  N.H. 

Sold  a  30-seat  GN3  publishing  system  to 
privately  held  Bee  Group  Newspapers, 
nine  weeklies  serving  115,000  readers  in 
suburban  Buffalo,  N.Y.  Windows  NT- 
based  GN3  applications  (editor,  page 
makeup,  copy  flow,  production)  rely  on 
client-server  architecture  for  an  open, 
fully  scalable  system  using  Microsoft  SQL 
database  server  (Unix  and  Oracle  soon  to 
be  supported).  It  provides  dynamic 
updating  among  applications,  allowing 
concurrent  users  to  conduct  layout  and 
editing  with  changes  immediately  visible 
to  everyone.  GN3  can  be  customized  and 
automated.  Its  layering  technology 

provides  a  simple  way  to  cre¬ 
ate  zoned  editions. 

GN3XMLwill 
feed  content  directly 
to  Web  pages, 
permitting  an 
expanded  online 
presence  without  a 
Web  development  team. 

MACTIVEINC. 

Melbourne,  Fla. 

^  Will  supply  an  AdBase 
system  to  ANG  News¬ 
papers,  the  Oakland, 
Calif.-based  subsidiary  of 
Denver-headquartered 
MediaNews  Group  Inc. 
ANG  bought  a  110-seat  sys¬ 
tem  for  classified  liner  and 
display  ad  input,  Mactive’s 
PageLayout  classified  pagina¬ 
tion,  and  the  new  WebBase  ad- 
order-entry  and  search-engine 
product  Sun  servers  and  Windows  NT  cli¬ 
ents  with  an  Oracle  database  will  be  used. 

ATEX  MEDIA  SOLUTIONS 

Bedford,  Mass. 

Introduced  the  Enterprise  lAR  accoimts- 
receivable  product  fully  integrated  with  the 
Atex  Enterprise  advertising  order-entry 
and  production  system.  Enterprise  LAR 
takes  information  stored  in  the  Enterprise 
database  and  creates  invoices,  statements, 
and  dunning  letters;  continues  with  dis¬ 
pute  management;  and  closes  with  general 


personal 
Palm  OS. 
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Agfa-Gevart's  Polaris  200  computer-to-plate  system  was  chosen  by  the  Omaha  (Neb.)  World- 
Herald  to  keep  pace  with  the  MAN  Roland  presses  in  its  new  Freedom  Center  production  plant. 


i  ledger  transaction  extraction.  Collection 
tools  include  to-do  lists,  activity  diaries, 
tracking,  and  customer  assignments. 

Enterprise  lAR’s  was  beta-tested  at  The 
j  Star,  Johannesburg,  South  Africa,  a 
I  162,316-circulation  daily  that  typically  runs 
!  12  broadsheet  classified  pages  and  several 

tabloid  supplements  and  deals  with  many 
nonprepaid  transient  advertisers. 

I  HARRIS  PUBLISHING  SYSTEMS 

I  Melbourne,  Fla. 

Is  partnering  with  Brainworks  Software 
Corp.,  Sayville,  N.Y.,  to  join  the  capabilities 
i  of  the  AdPower  advertising  system  and 
i  Brainworks  2000,  enabling  ad  sales  reps  to 
get  instant  customer  credit  information 
without  changing  programs.  Instead  of 
having  to  wait  for  a  nightly  batch  process 


to  update  account  information,  AdPower 
users  with  Brainworks  billing  systems  can 
find,  fiom  the  AdPower  screen,  up-to-date 
information,  including  customer  debt  and 
credit  limit.  When  an  ad  is  filed,  AdPower’s 
information  is  updated  to  Brainworks. 
Harris  also  pointed  to  AdPower’s  strength 
in  handling  tricky  scheduling  and  billing. 


output 


AGFA-GEVAERT 

Mortsel,  Belgium 

Supplied  the  Omaha  (Neb.)  World- 
Heralds  new  Freedom  Center  production 
facility  with  a  Polaris  200  computer-to- 
plate  system  —  Agfa’s  300th  Polaris  in 
newspaper  production  worldwide.  The 
paper  chose  the  platesetter  to  keep  pace 


Welcome  to  the  premiere  of  W 


For  much  of  the  past  decade, 
the  newspaper  industry  has  been 
nervously  eyeing  the  Internet 
Here,  the  thinking  went,  was  a  potential 
competitor  that  could  remove  the  consid¬ 
erable  barriers  to  entry  into  the  newspa¬ 
per  business  (theoretically,  the  perpetual 
malcontents  down  in  the  newsroom 
could  up  and  split  and  start  their  own 
online  paper).  There  also  was  the  happier 
notion  that 
the  Net 

could  eventually  fi^  newspaper  com¬ 
panies  fiom  the  tyranny  of  newsprint 
makers,  ink  suppliers,  and,  of  course, 
production  unions.  It  turned  out  that  the 
fears  —  and  the  hopes  —  were  misplaced. 
The  Web,  it  turns  out,  is  just  another  way 


Bill  Gloede 


Editor’s  Note 


to  deliver  the  news 
product;  a  line  ex¬ 
tension  of  the  news¬ 
paper  brand.  Ink  on 
paper  is  here  to  stay 
for  some  time  to 
come.  TTus  is  why 
we  created 
Technical,  a  regular 
supplement  to  E&P  that  will  report  to 
publishers,  general  managers,  produc¬ 
tion  directors,  CIOs,  mailroom  supervi¬ 
sors,  and  their  top  managers  on  the  latest 
thinking  in  the  increasing  complex  field 
of  newspaper  —  and  Web  —  production. 
We  hope  you  enjoy  this  premiere  issue.  I 
welcome  all  comments  at  (646)  654-5251 
or  bgloede@editorandpublisher.com. 


Net-unx  Pubushing 
Solutions 

Sacramento,  Calif. 

I  amed  Ron  Stephens  its  North  Ameii- 
I  can  sales  director.  With  20  years’  ex¬ 
perience  in  newspaper  technology,  he  heads 
a  sales  team  of  12. 
Stephens  returned  to 
familiar  territory,  hav¬ 
ing  worked  for  Sacra¬ 
mento-based  System 
Integrators  Inc.,  now 
part  of  net-linx.  Most 
recently,  he  led  sales 
Ron  Stephens  Unisys  and  Atex. 

SaxoTech  Inc. 

Rockville,  Md. 

Opened  an  office  in  Carmichael,  Calif., 
under  Lou  Fifer,  customer  fulfillment 
vice  president,  who  leads  technical  sales 
support,  work-flow  analysis,  product  imple¬ 
mentation,  and  long-term  customer  support. 
He  joined  SaxoTech  after  a  year  as  project 
manager  with  Unisys.  Fifer’s  2C-plus  years’ 
experience  includes 
printing  operations, 
project  manage¬ 
ment,  product  de¬ 
velopment,  and 
customer  service 
for  IBM  and  System 
Integrators  Inc. 

More  recently, 
the  Banish  developer’s  U.S.  affiliate  named 
Edward  French  to  manage  customer  fulfill¬ 
ment  at  its  headquarters.  French  moved  to 
SaxoTech  from  Advanced  Technical  Solu¬ 
tions.  His  17  years  in  publishing  includes 
work  for  Atex  and  “The  New  York  Times.* 

OUTPUT 

Cold  North  Wind 

Ottawa 

Appointed  Managing  Cirector,  USA,  Lee 
Freeman  to  oversee  a  Framingham, 
Mass.,  office  where  he  will  explore  business 
opportunities  and  expand  efforts  to  digitize 
news  archives.  The  office  was  called  a  ‘first 
step  in  an  expansion*  that  will  add  other  U.S. 
and  overseas  offices.  The  firm  works  with 
microfilm  collections  to  create  searchable 
archives.  Its  Paper  of  Record  is  a  developing 
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with  its  new  MAN  Roland  presses. 

Whereas  two  technicians  would  spend 
about  two  hours  making  60  plates  by  con-  j 
ventional  methods,  according  to  Prepress  1 
Manager  Mike  D’Agosta,  the  Polaris  200 
and  K&F  International  vision  benders  can 
produce  them  “in  about  15  minutes.”  Agfa 
also  helped  deal  with  output  management 
system  integration  that  System  Integration  I 
Manager  Kristy  Gerry  called  “more 
involved  than  expected.” 

Agfa  also  will  supply  London-based 
Associated  Newspapers  Ltd.  with  Polaris 
CTP  systems  for  its  U.K.  offset  operations. 
The  first  of  more  than  30  platesetters  were 
installed  at  the  Bristol  Evening  Post  & 

Press  and  The  Sentinel  in  Stoke-on-Trent. 

T?ie  Wall  Street  Journal  Europe  also  has 
adopted  IntelliNet,  which  directly  links  its 
editorial  office  in  Brussels  with  print  sites 
in  Belgium,  Germany,  Italy,  Switzerland, 
and  the  United  Kingdom.  The  system, 
which  includes  Agfa’s  Apogee  Create  appli-  ' 
cation,  enables  the  production  department 
for  the  first  time  to  generate  print-ready 
portable  document  format  (PDF)  files  that 
combine  both  text  and  advertising  for  each 
page.  Previously,  ads  were  incorporated 
into  pages  at  the  printing  plant.  Using  Agfa 


Please  Visit  Us  At 
NEXPO  Booth  #3139 


THE  NEWSPAPER  MANAGER 


Software  Systems  for  Better  Management 


Circulation  •  Advertising  •  Accounting  •  Inventory 


MICRO  SYSTEMS  SPECIALISTS,  INC. 

P.O.  Box  347  •  Millbrook,  NY  12545 
Telephone:  (845)  677-6150 
Fax:  (845)  677-6620 


ColorTune  color-management  software  at 
the  print  sites,  IntelliNet  ensures  uniform 
colors  on  the  original  proof  and  printed 
page.  The  system  includes  compatible 
Polaris  platesetters,  Phoenix  News  image¬ 
setters,  Agfa  film,  plates,  and  the  AgfaJet 
Sherpa  inkjet  proofer.  According  to  the 
paper’s  senior  operations  director,  Willy 
Stalpaert,  the  system  was  selected  as  a 
comprehensive  solution  for  pre-separated 
and  composite  color  PDF  work  flow,  elec- 
tror, :  double  bum  at  the  print  sites,  color¬ 
proofing  and  local  support. 

K&F  INTERNATIONAL 

Granger,  Ind. 

Announced  installations  at:  The  Stamford 
(Conn)  Advocate  (VIPB-S/D,  vision  ben¬ 
der  for  single  or  double  plates,  with  plate 
conveyor);  Florida  Today,  USA  Today, 
Melbourne  (VIPB-II,  vision  bender  with 
plate  conveyor,  allowing  two  computer-to- 
plate  [CTP]  units  to  feed  the  one  VIPB-II); 
the  Wausau  (Wis.)  Daily  Herald  (No  Tool 
plate  lockups  for  54-to-50-inch  web  width 
reduction,  PB-30  power  bender,  DPP-C 
double-wide  plate  _ 


Elmer  Inc.,  which  said  the  technology 
complements  its  own  digital  imaging 
and  lithography  businesses  (which 
manufacture  large-area  electronic 
substrate  exposure  machines)  and  can 
be  applied  to  the  life  sciences,  communi¬ 
cations,  and  semiconductor  markets. 
PerkinElmer,  which  reported  revenue 
of  $1.7  billion  last  year,  operates  in  four 
businesses  —  life  sciences,  optoelec¬ 
tronics,  instmments,  and  fluid  sciences 
—  in  more  than  125  countries. 

pressroom 

MAN  ROUND  INC. 

Westmont,  III. 

Will  ship  in  a  year  a  40-couple  Regioman 
press  with  motor-per-bridge  shaftless 
drive  to  Springfield,  Mass.,  to  print  more 
than  89,000  daily  copies  of  the  Union- 
News  and  the  Sunday  Republican’s 
136,000-plus  circulation.  The  Advance 
Publications  operation  was  among  the 
first  sites  shopping  for  a  new  press  to 
express  serious  interest  in  4-by-l,  or 
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another  16  (running  two 
webs  through  each  of  two 
of  the  towers).  From  the 
Pecom  control  system’s 
four  control  desks  and 
production-planning 
workstation  (job  data 
storage,  RIP  interface, 
plate  scanner,  MAN 
maintenance  software), 
the  inline  towers  will  also 
be  operable  as  two  press¬ 
es  using  the  two,  80- 
page,  2:3:3  jaw  folders 
(one  with  provision  for 
future  quarter  folding) 
with  double-wide  formers 
and  double-wide  balloon 
formers.  The  super¬ 
structure  includes  manu¬ 
ally  reversing  four-high 
and  two-high  angle-bar 
packages.  MAN’S  Cutcon 
closed-loop  cutoff  system 
for  six  webs. 


A  Tensor  1400  Series  press  is  set  for  SoCal  Commercial  Printing. 


GOSS  GRAPHIC  SYSTEMS 


Westmont,  111. 

Will  replace  a  six-unit  Goss  Community 
press  and  a  seven-unit  News  King  press  at 
another  site  with  a  14-unit  Goss  Magnum 
press  at  a  central  printing  plant  in 
Springfield,  Mo.,  being  built  for 
Community  Publishers  Inc.  Based  in 
Bentonville,  Ark.,  Community  prints 
weekly  newspapers,  shoppers,  and 
commercial  work.  A  Goss  Universal 
folder  with  the  Magnum  will  allow 
expansion  to  12  webs. 

Gannett  Co.  Inc.’s  Newsquest  group  in 
England  added  two  shaftless  Universal  70 
four-high  towers  to  its  Goss  Tribune  in 
Colchester.  With  sets  of  turner  bars,  both 
towers  are  installed  at  right  angles  to  the 
Tribune,  each  with  a  control  desk,  ink-key 
adjustment,  and  register  system.  They  will 
permit  up  to  twice  the  color  printing 
possible  until  now  and  enable  certain 
products  to  run  in  straight  mode.  The 
twin  towers  provide  an  extra  16  tabloid 
pages  running  straight  or  32  pages  collect, 
all  in  full  color. 


uted  the  choice  to  mechanical  and  elec¬ 
tronic  technologies  and  easy  expansion. 
Each  of  two  Tensor  H-50  jaw  folders  will 
be  able  to  pull  at  least  10  webs.  A  recon¬ 
structed  facility  near  the  main  Riverside 
plant  is  to  be  operating  by  July  so  that  con¬ 
version  of  the  double-wide  Goss  Headliner 
to  the  50-inch  web  width  can  begin. 
According  to  McLemore,  drive  and  control 
system  programming  functions  on  the  new 
press  were  customized  to  emulate  capabili¬ 
ties  on  the  Headliner.  Units  have  a  22-inch 
cutoff  with  narrow-gap  plate  and  blanket 
lockups  that  extend  the  print  image  area. 
Motorized  ink-fountain  rollers,  register 
controls,  and  compensators  will  be  con¬ 
trolled  from  two  remote  consoles  with  pro¬ 
grammable  ink  and  water  speed  tracking. 
Ten  Jardis  Splicers  will  be  located  at  right 
angles  to  the  press. 


TENSOR  INC. 

Woodridge,  Ill. 

Will  install  a  22-unit  1400  Series  press  at 
the  SoCal  Commercial  Printing  division  of 
The  Press-Enterprise,  Belo’s  daily  in  River¬ 
side,  Calif.,  where  it  will  replace  Goss 
Community  press  lines  to  expand  supple¬ 
mental  and  commercial  printing.  SoCal 
Product  Manager  Pat  McLemore  attrib¬ 


INUIND  NEWSPAPER  MACHINERY 

Lenexa,  Kan. 

Helped  set  a  price,  find  a  buyer,  and  nego¬ 
tiate  the  sale  of  a  Goss  Urbanite  formerly 
used  by  The  Bulletin,  Bend,  Ore.  Inland 
also  reconditioned,  sold,  and  installed  a 
stacked  Urbanite  unit  at  the  Daily  Times- 
Call,  Longmont,  Colo.;  two  stacked  Urban¬ 
ite  units  at  The  Sedalia  (Mo.)  Democrat-, 
and  a  two-folder  Goss  SC  press  line  at 
Louisiana  State  Newspapers,  Lafayette. 


DAUPHIN  GRAPHIC  MACHINES 

Elizabethville,  Pa. 

Is  installing  13  DGM  430  units  and  two 


MOVING 


Internet-based  collection  of  searchable  im¬ 
ages  of  newspapers  dating  from  the  1700s. 


PRESSROOM 

Heidelberg  Web  Systems 
Dover,  N.H. 

Promoted  executive  Werner  Albrecht  to 
succeed  Robert  A.  Brown  as  president 
and  CEO  of  Heidelberg  Web  Systems.  CEO 
since  1991,  Brown  is  staying  on  temporarily 
to  ensure  a  smooth  transition.  During  the 
last  four  years,  Albrecht  built  up  Heidelberg 
sales  and  service  operations  in  Eastern 
Europe  and  Central  Asia.  With  Heidelberg 
since  1978,  he's  held  executive  positions  in 
Europe  and  the  United  States. 

In  1978,  Brown  joined  Harris  Corp., 
which  10  years  later,  as  Harris  Graphics, 
passed  to  Heidelberg  (an  acquisition  in 
which  Albrecht  played  a  role).  Brown 
worked  in  engineering,  manufacturing, 
and  sales  before  becoming  CEO  in  1991. 


N«ifsView  Solutions  ffas  the 
industry's  most  AFFORDABLE 
digital  asset  management  tools. 
Yet  they  are  POWERFUL  enough 
to  give  you  all  the  arcWvkig, 
seanchal^ty  and  redistribution 
capabilities  you  need  while 
saving  time  and  staff  resoirces. 


We  were  RRST  to  base  our 
software  in  News  Indu^ry  Text 
Format  standard  XML.  That 
means  your  data  is  kept  at  its 
most  flexible,  opening  the  door 
for  you  to  turn  content  into 
cash  by  SELLING  your  assets  to 
vendors  and  the  puWic  with  NO 
additional  staffing  or  EFFORT. 


Find  out  how. 

Visit  us  at  Booth  #2511 


NewsView 

solutions 

www.newsviewBolutions.com 
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On  The  Supply  Side  » 


1030  folders  at  The  Daily  Review, 
Towanda,  Pa.,  where  it  replaces  a  six-unit 
Harris  press.  Besides  printing  about 
9,000  copies  daily  (10,000  for  Sunday), 
the  Times-Shamrock  Communications 
operation  does  “a  huge  amount  of 
commercial  work,”  according  to  Publisher 
Jim  Towner. 

raUoLOGYCO. 

Shelton,  Conn.  * 

Is  supplying  184  v  Jk 

double-wide  Impact  |j^ 

automatic  blanket 
cleaning  units  on  the 

four  Goss  presses  Blanket-cleaning  sysU 
now  being  installed 
at  the  New  York  Post.  The  $2-million 
contract  followed  similar  installations  at 
News  Corp.  plants  overseas.  With  a 
medium  impregnated  with  cleaner 
containing  less  than  2%  volatile  organic 
compounds,  the  Impact  system’s  pressure 
pad  contacts  a  moving  blanket  cylinder. 
l\Tien  the  medium  is  thoroughly  soiled,  it 
is  wound  onto  a  take-up  spindle  for  easy 
disposal  as  a  roll. 


Blanket-cleaning  system  makes  Impact  at  Post. 


X-RITEINC. 

Grandville,  Mich. 

Introduced  ATD  News,  an  auto-tracking 
densitometer  for  quickly  achieving 
consistent  color  newspaper  printing. 
Because  of  the  inability  to  run  traditional 
color  control  bars 
on  most  news  press 
runs,  tbe  ATD  News 
.  relies  on  gray 

balance  rules  or 
continuous-color 

*“•  *  Scanning  a  double- 

jgyjP^  truck  news  ribbon 

^  in  five  seconds  and 

I  makes  Impact  at  Post,  reporting  density 

data  immediately,  it 
enables  quick  ink  adjustments.  A  touch 
screen  gives  direct  selection  of  page  and 
measurement,  with  a  color  gauge  for  each 
ink  zone  on  press,  comparing  density 
values  with  target  values  and  indicating 
when  color  is  out  of  balance. 

Pass-through  track  allows  measuring  any 
location  down  a  standard  news  page.  For 
tabloids  or  inserts,  the  color-control  bar  can 
be  positioned  at  the  nip  or  in  the  gutter. 


Available  in  30-  and  34-inch  sizes,  ATD 
News  measures  from  rules  as  small  as  2.0 
mm  high,  constantly  monitors  density  and 
gray  balance  (alerting  an  operator  to  devia¬ 
tions),  maintains  ink  levels,  and  stores  job 
data  for  future  reference.  System  includes 
Auto  Tracking  Densitometer,  vacuum  hold¬ 
down,  control  software,  Windows-run  com¬ 
puter,  and  17-inch  touch-screen  monitor. 


post-press 


TFKINC. 

Cincinnati 

Supplies  single-direction  and  reversible 
continuous  vertical  conveyors  capable  of 
raising  or  lowering  as  many  as  40  loads  a 
minute,  with  each  carried  on  a  moving 
platform  fastened  between  continuous 
loops  of  chain  moving  at  120  feet  a  minute. 
Rigid  in  load-carrying  position,  platforms 
are  flexible  in  the  reverse  direction, 
permitting  return  travel  within  minimal 
space.  All  models  are  designed  for 
horizontal  loading  and  discharge  using 
synchronized  roller,  belt,  or  chain  convey¬ 
ors  best  suited  to  particular  products.  Five 
standard  models’  unit  load  capacities  range 
from  five  pounds  to  two  tons,  with  vertical 


Why  do  the  largest  newspaper  companies 
around  the  globe  use 


'V  - 


RouteSmart  Technologies'  industry 
proven  software  manages  the  daunting, 
time  consuming  task  of  routing  home 
delivery  and  single  copy  newspaper 
distribution  operations. 

RouteSmart  automatically  balances 
routes,  sequences  subscribers  in  delivery 
order,  and  creates  and  maintains 
router/ street  inventory  files. 

Let  Your  Computer 
Do  the  Routing! 

To  learn  more,  route  yourself  to 
www.routesmart.com 
or  call  us  today  1  -800-977-7284. 

RouteSmart' 

*  "  TFCHNni OGIFS 
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travel  of  up  to  80  feet  All  are  made  from 
stock,  modular  components  customized 
for  individual  application  and  built  to  cus¬ 
tomer  specification.  Infeeds  should  ordi¬ 
narily  be  between  18  and  28  inches  high. 

TFK  also  designs  and  installs  turnkey 
systems  integrating  various  types  of  con¬ 
veyors,  special  equipment,  and  controls. 


The  Freedom  Center’s  second-floor 
expansion  will  hold  five  palletizing  cells, 
each  consisting  of  two  press  deliveries,  two 
palletizers,  and  a  bundle-buffer  system. 
Vertical  pallet  conveyors  will  lower  un¬ 
strapped  bundles  to  truck  docks  for  trans¬ 
port  to  distribution  centers  or  to  the  Sun¬ 
day  packaging  center.  Fifth-floor  inserting 
is  to  be  reconfigured  to  support  a  palletiz¬ 
ing  system  for  each  of  nine  inserter  deliver¬ 
ies.  Schur  also  will  install  palletizing  for 
each  packaging  system  at  the  Sunday  plant 

SIGNODE  PACKAGING  SYSTEMS 

Glenview,  in 

Vfill  introduce  this  month  the  LB- 
Newspaper  automatic  strapping  machine, 
with  fast  feeding,  take-up,  and  cycle  time, 
strapping  up  to  40  bimdles  a  minute  to 
accommodate  production  flow  from  high¬ 
speed  stackers.  Designed  for  easy  operation 
and  minimal  training,  it  features  two-step 
loading,  one-button  control,  an  out-of- 
strap  detector,  automatic  strap  cut-off  and 
refeed,  and  entirely  tool-less  adjustment 
Self-tracking  conveyor  belts  eliminate  the 
need  for  frequent  adjustments.  Signode 
jamless  technology  overcomes  situations 
that  often  cause  strap  jams  and  misfeeds. 


Chairman  Bernhard  Schreier  credited  him 
for  contributing  to  'profitable  sales  growth 
over  the  past  decade.'  Under  Brown,  the 
division  introduced  gapless-blanket  press¬ 
es  and  merged  its  web  press  and  finishing 
operations  to  provide  integrated  systems. 


CRAFTSMAN  NEWSPAPER 
PRODUCTION  SYSTEMS 

Tipp  City,  Ohio;  Tampa,  Fla. 

Will  provide  22  Winrob  palletizing  systems 
for  the  Chicago  Triburve  from  Denmark’s 
Schur  Packaging  ^'stems.  In  an  expan¬ 
sion  of  a  letter  of  intent  for  the  modular, 
compact  palletizers  (E&P,  Aug.  14),  Schur 
will  help  “design  a  fully  integrated  process” 
for  both  printed  and  inserted  products  at 
the  112,000-square-foot  expansion  of  the 
Tribune's  Freedom  Center  and  at  its  new, 
115,000-square-foot  Sunday  packaging 
plant,  according  to  Richard  Malone,  senior 
vice  president  for  operations.  Each  PLC- 
controlled  system  can  palletize  strapped  or 
unstrapped  bundles  and  includes  an  auto¬ 
matic  slipsheet  feeder  and  pallet  dispenser, 
pallet  labeler,  and  stretch-film  wrapper. 


Goss  Graphic  Systems 
Westmont,  HI. 

Promoted  Kent  Kraft  to  sales  vice  presi¬ 
dent,  Americas.  Joining  Goss  22  years 
ago  as  a  press  erector,  he  moved  to  sales, 
rising  through  the  ranks.  In  I99B,  he  became 
western  sales  director,  U.S.  and  Canada. 

More  recently,  Goss  promoted  Asia 
Pacific  Vice  President  Dick  Schultz  to 
senior  vice  president,  global  sales; 
Americas  Sales  &  Service  Vice  President 
Tom  Hojnicki  to  senior  vice  president, 
global  parts  and  service;  and  Engineering 
Vice  President  Dan  Machaj  to  senior  vice 
president,  global  engineering. 


■  The  benefits  add  up  at  6o  newspapers 
worldwide:  Pape  +  Partner  =  ROI 


To  achieve  your  newspaper's  business  goals, 
you  need  to  find  the  hidden  value  in  your 
production  operations.  PPI  software  unco¬ 
vers  new  cost  reductions  and  revenue  oppor¬ 
tunities  by  optimizing  your  entire  newspa¬ 
pers  workflow.  With  our  solutions,  you  can 

■  Reduce  waste 

■  Minimize  plate  changes 

■  Optimize  color  consumption 

■  Streamline  your  production  processes. 


PPI  integrates  its  value-adding  software  with 
your  cunent  prepress  and  press  control 
systems  to  create  the  most  cost-efficient 
workflow  possible.  And  with  our  Web-based 
ClobalTrack  module  you  can  monitor  your 
entire  workflow.  If  your  newspaper  is  scru¬ 
tinizing  the  bottom  line,  do  the  math  and 
discover  new  ROI  with  PPI  software. 


Pape  +  Partner  Media 


Internet:  http://www.ppi.de 

E-mail:  media@ppi.de 
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INSERTS  GET 


EWSPAPERS  HAVE  BEEN  STRUGGLING  FOR  YEARS  TO  COMPETE 

with  direct-mail  juggernauts,  but  their  total-market- 
coverage  (TMC)  programs  have  been  dogged  by  logistical 
nightmares  and  exorbitant  costs.  Now  Knight  Kidder’s 
Philadelphia  Newspapers  Inc.  (PNI),  parent  of  The  Philadelphia 
Inquirer  and  the  Philadelphia  Daily  News,  is  betting  that  its  Street- 
Smart  TMC  program  will  solve  these  problems  and  make  this  unit  a 
contender  in  the  direct-mail  arena  —  by  offering  household-level 


selectivity  at  bargain-basement  postal  rates. 

PNI  took  a  step  closer  to  the  personalized 
newspaper  this  month,  when  it  delivered 
Home  Depot  catalogs  to  nearly  1.2  million 
residents  of  Pennsylvania  and  southern  New 
Jersey.  The  inserts,  which  until  now  had 
been  mailed  as  individual  pieces  (solo  as 
opposed  to  shared  mail),  went  to 
subscribers  of  The  Philadelphia 
Inquirer  in  their  newspapers.  Those 
who  don't  get  the  Inquirer  and  are 
owners  (not  renters)  of  houses  (not 
apartments)  found  the  insert  in 
either  a  PNI  shopper  or  an  ad  jack¬ 
et.  The  result?  “Home  Depot  went 
from  solo  mail  to  shared  mail  with 
better  targeting,  at  a  lower  cost  per 
thousand,  and  with  fewer  total  pieces,”  says 
a  triumphant  Kirk  Trautman,  PNI  director 
of  TMC  and  database  marketing  operations. 

The  home-improvement  catalog  was 
just  the  latest  milestone  for  PNI’s 
StreetSmart,  which  turned  heads  back  at 
January’s  Newspaper  Association  of 


America  SuperConference  and  continues 
to  generate  buzz.  Mailroom  equipment 
vendor  GMA,  based  in  Bethlehem,  Pa., 
recently  was  given  an  award  by  the  U.S. 
Postal  Service  (USPS)  for  its  piece  of  the 
puzzle,  and  other  news¬ 


papers  are  already  lining 


"There  have  been 
surprisingly  few 
hiccups”  in  TMC 
program  start. 

TOGO  BROWNROUT 

Ptiiladel|iku  Newspapers  Inc 


up  in  hopes  of  reproducing  PNI’s  program. 

StreetSmart  is  the  coming  together  of 
several  “fortuitous”  circumstances,  according 
to  Todd  Brownrout,  PNI  senior  vice  presi¬ 
dent  for  sales  and  marketing.  These  include 
PNI’s  purchase  of  regional  shoppers;  the 
creation  of  a  comprehensive  marketing  data- 


‘Inquirer,’  GMA,  and  USPS  target  packages 
on  the  streets  of  Philadelphia,  and  beyond 


BY  MEG  CAMPBELL 
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Once  a  GMA 
SLS2000 
inserter  line 
has  dropped 
Philadelphia 
Newspaper  Inc.’s 
preprints  into  its 
shoppers,  they 
are  labeled  by 
an  on-line  inkjet 
printer  (right), 
which  provides 
the  U.S.  Postal 
Service  with  key 
delivery  data. 
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base;  the  development  and  application  of  a 
powerful  Web-based  advertising  sales  tool; 
a  mailroom  vendor  with  its  own  packaging 
and  distribution  center  nearby;  and  lots  of 
cooperation  with  the  USPS. 

“There  was  a  mad-scientist  aspect  of 
tying  all  the  pieces  together  and  wondering 
whether  it  would  work,”  Brownrout  says, 
adding  that  “there  have  been  surprisingly 
few  hiccups.” 

The  StreetSmart  program  is  up  and  run¬ 
ning.  Now  PNI  has  to  woo  major  advertis¬ 
ers  over  to  StreetSmart  and  train  its  own 
sales  representatives  to  sell  a  vastly  more 
complicated  product.  PNI  executives  are 
hoping  that  Home  Depot’s  experience  will 
catch  everybody’s  attention.  “We  are  get¬ 
ting  lots  of  small  and  regional  players,  but 
the  big  ones  are  waiting  and  seeing,”  says 
Trautman.  “Having  a  major  advertiser 
lends  more  credibility  to  the  program.” 

IF  AT  FIRST  YOU  DON’T  SUCCEED 

PNI  first  launched  a  traditional  TMC 
program  in  1993.  After  two  years  and  heavy 
losses,  it  pulled  the  plug  and  executives 
wrote  oIFTMC  as  unachievable.  “With  tra¬ 
ditional  TMC  programs,  you  have  to  have  a 
strong  stomach  for  losses  until  the  program 
gets  off  the  ground,”  Trautman  says. 

The  group  decided  to  take  another  stab 
at  TMC  in  1999,  with  a  new  approach.  It 
bought  two  weekly  shoppers,  one  in 
Pennsylvania  and  the  other  in  New  Jersey, 
each  with  100%  household  saturation  in  its 
area;  together,  they  had  circulation  of 
350,000.  The  shoppers  became  Street- 


Smart’s  first  key  component,  serving  as 
its  base  postage  player,  e.xplains  Brown- 
rout.  “The  hardest  part  of  starting  is 
going  with  just  one  piece,”  he  e.xplains. 

“The  shoppers  gave  us  the  base  we  were 
looking  for,  because  they  help  defray  the 
first-piece  cost.” 

In  areas  not  covered  by  the  shoppers,  the 
newspaper  launched  Adpack,  an  ad  jacket, 
to  carry  inserts.  Using  Adpack  is  more  like 
a  traditional  TMC  product,  complete  with 
the  risk  of  losing  money  on  empty  jackets. 
“We  plan  to  expand  our  shopper  network 
as  quickly  as  financially  feasible,  but  we 
don’t  expect  we  can  have  one  in  every 
market,  and  it  takes  time  to  build  them,  so 
well  roll  them  out  as  fast  as  is  prudent,” 
Trautman  says. 

Because  there  was  overlap  with 
newspaper  subscribers  in  the  areas  that 
the  shoppers  and  the  ad  jacket  circulate, 
Brownrout  explains,  one  of  the  first 
logistical  hurdles  was  how  to  eliminate 
duplication  of  insert  delivery.  PNI  execs 
looked  at  Design  Mail’s  operations  in 
Dallas  and  noted  that  instead  of  delivering 
packages  with  a  detached  card,  the 
direct-mail  company  was  printing 
addresses  directly  onto  the  packages. 

Design  Mail  was,  in  fact,  the  first  to 
do  selective  inserting  for  subscriber  and 
nonsubscriber,  gradually  adding  more 
demographic  and  geographic  variables, 
according  to  Ken  Urrey,  who  founded 
the  compfmy  some  nine  years  ago  and 
sold  it  last  fall  to  Belo.  Design  Mail  uses 
GMA  equipment  to  do  the  inserting. 
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And  TownNews.com  delivers  results  for  you. 


With  everything  that's  been  said  about  online 
editions,  local  portals,  convergence,  and  the 
like,  one  thing  remains  true.  If  it  can't  make 
revenue  -  real,  new  revenue  -  for  your  paper, 
a  "dot  com"  edition  is  a  waste  of  resources. 

TownNews.com  has  more  than  550 
customers  who  are  discovering  that  you  can 
make  money  with  an  online  edition.  Today. 
Without  costing  your  newspaper  advertising 
dollars  or  circulation. 


We're  making  more  money  for 
newspapers  with  Web  sites  that  complement 
content  and  multiply  the  value  for 
advertisers.  That's  the  single  biggest  reason 
TownNews.com  is  growing. 

Take  a  tour  of  our  Web  site  at 
www.townnews.com  or  tour  our  products  at 
http://demosite.townnews.com.  You'll  see  for 
yourself  that  there's  no  cyber-hype  here  - 
just  straight  talk  and  real  solutions. 
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Online  solutions.  Bottom  line  results. 
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406-837-51 71 
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1521  47th  Ave.,  Moline,  IL  61265 
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Psst.  It's  all  about  the  revenue. 


Operated  by  International  Newspaper  Network,  L.L.C. 


which  led  PNI  to  discuss  its  own  project 
with  that  vendor. 

LOCATION.  LOCATION.  LOCATION 

GMA,  a  member  of  the  Switzerland- 
based  Muller  Martini  Group,  operates  a 
commercial  inserting  operation  in 
Allentown,  Pa.  Already  inserting  for  the 
New  York  Daily  News,  GMA  was  keen  to 
take  on  PNI’s  project. 

Under  the  terms  of  the  contract, 

PNI’s  shoppers  and  ad  jackets  are 
delivered  to  GMA’s  facility,  as  are  the 
inserts  sold  through  the  StreetSmart 
program.  GMA  SLS2000  inserter 
lines  drop  the  preprints  into  the 
shoppers,  which  are  then  labeled  by 
inlget  printers.  The  shoppers  are 
stacked  and  bundled  in  carrier  walk 
sequence,  and  delivered  to  the  USPS. 
Because  the  shoppers  go  to  100%  of  the 
households  in  their  areas  they  qualify  for 
the  lowest  postal  rates. 

Although  all  residents  of  an  area  receive 
a  shopper,  the  packages  are  not  all  the 
same.  Preprints  are  only  inserted  in 
shoppers  sent  to  non-newspaper 
subscribers.  Those  that  have  already  gone 
out  in  copies  of  T?ie  Philadelphia  Inquirer 


are  not  included  in  those  subscribers’ 
shoppers,  thereby  eliminating  duplication. 

Subscriber  and  nonsubscriber  were  the 
first  selection  criteria  the  paper  used  when 
it  began  operating  StreetSmart.  Another 
seven  demographic  variables  can  be 
selected  to  define  delivery.  In  the  case  of 
the  Home  Depot  catalogs,  insert 
customers  were  further  defined 


by  homeowners  versus  renters  and 
single-family  versus  multifamily  dwellings. 
Other  criteria  include  home  value; 
household  income;  adult  age;  presence  of 
children;  and  more-detailed  Prism  coding 
demographics.  This  provides  for  shared- 
mail  walk-sequence  rates  with  household- 
level  targeting  —  an  unbeatable  combina¬ 
tion,  in  the  view  of  PNI  executives. 

This  selective  information  is  supplied  to 


GMA  from  a  database  developed  by 
Trautman’s  team  at  PNI.  Trautman,  who 
joined  PNI  in  its  circulation  department  to 
improve  home-delivery  sales  and  targeting 
of  the  Inquirer,  has  developed  an  ex¬ 
haustive  database  of  the  region’s  popula- 
j  tion.  Much  of  the  data  was  gathered  by  the 
j  paper;  other  information  was  bought. 

I  Together,  the  data  offer  a  detailed  demo¬ 
graphic  picture  of  the  region,  which 
can  be  offered  to  advertisers  for  sub- 
ZlP-code  levels  of  zoning. 

MANIFEST  DESTINY 

Back  in  the  mailroom,  however, 
selective  inserting  created  a  new  obsta¬ 
cle:  because  the  shopp)ers  were  getting 
different  inserts,  their  weights  varied, 
which  meant  that  their  postage  rates 
varied.  This  would  have  caused  major  slow¬ 
downs  at  the  USPS,  owing  to  its  inspection 
and  verification  methods,  says  GMA’s  Phil 
Jones,  its  director  of  production  software. 

To  resolve  the  issue,  GMA’s  software 
designers  teamed  up  with  counterparts  at 
the  USPS  to  develop  an  electronic  manifest 
that  would  itemize  the  number  of  pieces 
and  the  weight  of  each  in  a  shipment,  then 
calculate  the  total  weight  and  cost.  Each 
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Premium  Online  Sales  Tools 
for  Premium  Online  Revenues 


Our  afniiates  are  already  getting  $95  for  real  estate,  $30  for  vehicle,  $75  for  job  and 
rental,  and  $9.50  for  merchandise  listings  online.  Would  you  like  to  Join  them? 


Our  Products 

•  AutoMall  -  the  dealer  showroom 

•  Realty  Mall  -  the  real  estate  gallery 

•  JobMall  -  the  employer  job  fair 

•  Premium  Online  Classifieds  - 
the  searchable  marketplace 
(includes  pictures) 


The  Benefits  _ _ 

•  fully  managed  solutions  -  we  manage 
the  technology,  vendors  manage  content 

•  low  startup  costs 

•  low  risk  revenue  share  model  I 

•  unique  niche  solutions 

•  market  and  media  exclusivity 

•  branded  for  you,  runs  from  our  servers  in  a  frame  on  your  site 

•  makes  you  the  destination  of  choice  for  transportation,  real  estate 
and  employment  decisions 

•  auto-aggregation  of  classifieds 

•  additional  monthly  sponsorship  opportunities 

•  up  and  running  and  generating  cash  in  as  little  as  ^ 

24  hours  • 
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What  You  Get 

•  comprehensive  sales  kits,  training  and  support  for  inside 
and  outside  sales  forces 

•  onsite  “kickstart”  program  to  bond  and  blitz  your 
market  with  your  sales  team 

•  real  time  stats  of  traffic,  listings  and  commissions 

•  secure  e-commerce  -  system  handles  all  transactions  via 
credit  card 
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Roal  Estate  (Rasidential  •  Rcsalo) 


To  find  out  how  much  our  programs  can  generate  for  your 
paper,  call  or  email  us  today  at  solutions@buyandsellitall.com. 
A  representative  will  contact  you  with  further  details  and  terms, 


finally  start 
making  money 
with  your  web  site 


buy  andsell  Kail  .com 

premium  online  revenue  generating  tools... 
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Each  PNI  StreetSmart  shopper 
bears  a  label  (above)  produced 
by  an  on-line  inkjet  printer.  After 
labeling,  the  shoppers  are  stacked 
and  bundled  in  carrier  walk 
sequence,  then  delivered  to  the 
po^  office.  Because  the  shoppers 
go  to  100%  of  the  households  in 
their  areas,  they  qualify  for  the 
lowest  postal  rates. 


1.  Irrelevant 

2.  Walk  sequence  saturation 

3.  Carrier  route 

4.  Sequence  number 

5.  Weight  in  pounds 

6.  Enhanced  carrier  route  saturation/ 
destination  delivery 
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finished  shopper  is  labeled  with  a 
sequence  number,  in  addition  to  a  street 
address,  weight,  and  postage. 

USPS  employees  can  randomly  select 
packages  from  the  pallets,  weigh  them, 
and  compare  their  findings  to  the  data  on 
the  manifest  to  verify  the  information. 
“Sampling  is  brought  down  to  a  minimum, 
which  saves  time,  as  does  having  the  infor¬ 
mation  online,”  Jones  explains. 

The  program  has  been  incorporated  into 
“SAM,”  GMA’s  production  planning  and 
control  program  for  its  SLS2000  inserters. 
According  to  Jones,  SAM  receives  instruc¬ 
tions  from  PNI’s  database  and  then  dic¬ 
tates  what  is  going  to  be  inserted.  It  deter¬ 
mines  the  weight  of  each  finished  product 
according  to  the  inserts  it  contains  (each 
insert  has  been  previously  weighed)  and  at 
the  same  time  it  generates  the  manifest. 

Once  a  run  begins,  the  inserter’s 
WinLincs  control  system  reports  back  to 
SAM  with  any  changes  that  have  occurred 
on-line,  so  that  SAM  can  adjust  the  mani¬ 
fest.  Examples  include  shoppers  rejected 
owing  to  misses  or  doubles.  WinLincs 
makes  the  appropriate  adjustments  and 
notifies  SAM  to  update  the  manifest. 

Because  no  two  products  are  necessarily 
the  same,  and  because  they  are  in  delivery 
sequence,  a  reject  pulled  from  the  product 
stream  cannot  be  replaced  and  reintro¬ 
duced  on-line.  It  either  may  be  stacked 
and  labeled  with  others  in  a  separate  bun¬ 
dle  for  delivery  at  a  higher  rate,  or  it  may 
be  individually  inserted  by  hand  into  its 
proper  place  (by  sequence  number 
between  its  numerical  neighbors)  within 


j  its  proper  bundle  (by  carrier  route).  Given 
I  the  small  number  of  rejects,  Jones  says  the 
latter  option  “is  not  as  practical  in  a  large 
operation”  because  less  money  would  be 
saved  on  postage  than  would  be  spent  on 
a  crew  whose  time  would  be  better  spent 
doing  other  work. 

In  any  event,  the  USPS  permits  a  cer¬ 
tain  measure  of  error  in  StreetSmart  mail¬ 
ings’  sequence,  weight,  and  identification. 
The  lower  rate  holds  as  long  as  samplings 
show  an  error  rate  below  1.5%. 

Several  logistical  wrinkles  had  to  be 
ironed  out,  such  as  how  to  physically  place 
the  bundles  on  pallets  so  as  to  be  lifted  off 
correctly  for  carrier  walk  sequence  —  and 
checking  whether  area  branches  could 
even  accept  pallets.  Nevertheless,  the 
product  has  been  a  success:  No  mailing 
has  ever  been  held  back,  says  Jones. 

As  a  result,  Jones  and  Steve  Garza, 
director  of  GMA’s  Allentown  inserting 
operation,  were  given  a  special  achieve¬ 
ment  award  from  the  USPS  for  the  mani¬ 
fest  program.  The  award  announcement 
stat^,  “USPS  has  realized  $2.2  million  in 
revenue  with  the  additional  ZIP  coverage 
and  new  look,  and  there  is  potential  for 
additional  growth.” 

IN  THE  ZONE 

Two  other  newspap)er  operations 
already  have  upgraded  their  SAM  and 
WinLincs  software  to  incorporate  the 
manifest  system  and  begin  selective 
inserting,  according  to  Jones. 

The  Charlotte  (N.C.)  Observer, 
another  Knight  Bidder  paper,  is 
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Newspaper  Maker 


News,  stories,  features.  From  the  far  comers  of  the  globe.  Fresh  every 
day  in  your  newspaper.  To  achieve  this,  our  presses  are  in  action 
night  after  night,  the  world  over.  At  KBA  in  Wurzburg,  the  cradle  j 
of  press  engineering,  we  have  been  driving  advances  in  printing  j 
technology  for  more  than  183  years,  enhancing  safety,  speed,  I 
quality  and  colour.  Giving  you  the  benefit  of  our  unparalleled  know-  m 
how,  drawn  from  experience.  So  if  you  want  to  re-align  your  ^ 
newspaper  production  to  a  multimedia  future,  just  give  us  a  call. 
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To  make  your  printing  business  more  profitable,  we  are  here  to  serve  you  - 
whenever,  wherever.  Our  140  MAN  Roland  offices  worldwide  ensure  optimum 
service  for  our  customers  in  224  countries.  Wherever  you  print,  you  can  count  on 
MAN  Roland’s  expertise  and  service.  For  more  information:  Phone  630.920.2000, 
Fax  630.920.9183,  www.manroland.com.  . 


selectively  inserting  in  its  own  mailroom, 
running  some  300,000  packages  weekly. 
“We  hope  to  get  into  the  direct-mail 
business  and  offer  customers  and 
noncustomers  options  through  our  ROP 
[run-of-press]  distribution  and  also 
through  nonsubscriber  mail,”  explains  Bob 
Bums,  the  Observers  vice  president  of 
operations.  The  paper  is  already  selectively 
inserting  for  a  grocer  that  needs  to  target 
at  sub-ZIP  levels  that  are  not  always 
consistent  with  the  daily’s  current  zoning. 

Meanwhile,  in  Boston,  Globe  Specialty 
Products  (GSP),  a  unit  of  the  New  York 
Times  Co.,  zones  at  the  sub-ZIP  level  and 
inserts  over  a  million  packages  a  week, 
with  plans  to  begin  selectively  inserting 
later  this  year.  “This  is  a  big  step  from  an 
operations  standpoint,”  says  GSP  Plant 
Manager  Chuck  Hourvitz,  “because  it 
means  we’re  going  from  fairly  large 
zones  to  households.”  Hourvitz  is 
optimistic  about  revenue,  and  believes 
that  the  program  will  not  be  limited  to 
TMC  pr^ucts. 

Ultimately,  he  says,  papers  will  have 
to  offer  advertisers  the  same  targeted 
readership  within  their  subscriber  base, 
especially  after  they  see  how  fine-tuned 


the  program  is  with  nonsub 
scribers. 


MAKING  THE  SALE 

It  doesn’t  matter  how 
seamless  the  production 
process  is  if  no  one’s  selling 
the  inserts,  or  no  one’s 
buying  the  service.  And  for 
ad  reps,  the  variables  of  the 
new  TMC  prograr  .  make  it 
impossible  to  sell  using  tradi¬ 
tional  systems  and  rate  cards. 

Thus  another  key 
component  of  StreetSmart 
has  been  the  development  of 
a  Web-based  sales  tool,  one 
that  allows  reps  to  work  up 
ad  programs  for  customers  that  offer  a  mbc 
of  ROP  and  TMC  with  selective  inserting. 
“When  you  have  a  program  this  compli¬ 
cated,  how  does  your  sales  side  avoid  a 
thousand  boxes  of  crayons  and  maps?” 
PNI’s  Brownrout  asks.  “We  needed 
technology  to  take  advantage  of  the 
capabilities  of  the  database.” 

PNI  contracted  with  Astech  InterMedia, 
which  partnered  with  Tactician  Corp.  to 
develop  Media  Sense,  a  Web-based  appli¬ 


PNI’s  The  Philadelphia  Inquirer  and  associated  shoppers 

cation  that  automates  TMC  selection  and 
insertion,  using  PNI’s  distribution  boun¬ 
daries  and  ad  rates.  The  program  enables 
ad  reps  “to  define  the  trade  area  right  down 
to  the  household  level,  identify  the  best 
method  of  delivery  —  be  it  in  the  paper,  [or 
by]  solo  or  shared  mail  —  and  then  elec¬ 
tronically  bill  and  define  the  production 
specifics,”  explains  Jim  Hart,  vice  president 
of  Astech,  which  has  a  Philadelphia  office. 
“Media  Sense  really  shines  when  the 
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The  NP-99  is  a  4-ply,  083”  ^ 

no  pack  blanket  designed  | 

for  use  on  aU  newspaper 
presses,  especially  older  . 
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where  controlled  feed  ■||| 
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pack  blanket  with  its  W 

revolutionary  new  1 

compressible  layer  will 
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excellent  release  char¬ 
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for  long  runs  between 
blanket  changes.  It  features 
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tion,  with  a  closed  microcell 
compressible  layer,  as  well 
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resistant  backing. 
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best  distribution  is  a  mix,”  he  adds. 
Because  the  product  is  Web-based, 
updated  information  is  always  available. 
“Reports  always  have  a  shelf  life,” 

Hart  says.  “This  is  like  having  a 
magic  report.” 

Astech  already  has  contracted  for  a 
second  site,  at  Belo’s  Dallas  Morning 
News,  and  a  third,  at  The  Columbus 
(Ohio)  Dispatch,  says  Hart. 

Although  Media  Sense  is  designed  to 
optimize  StreetSmart  sales,  “the  toughest 
part  has  been  educating  sales  staff  and 
customers,”  PNI’s  Brownrout  admits. 

He  says  the  paper’s  reps  have  embraced 
the  new  program,  but  extensive  training 
is  necessary  to  get  them  to  fully  use 
StreetSmart’s  potential.  “If  we  under¬ 


estimated  one  thing,  it  was  that  we  didn’t 
realize  how  hard  it  would  be  to  teach  200 
people  the  program,”  he  says. 

GEHING  CREATIVE 

The  demand  side  has  also  been 
dicey,  with  big  advertisers  wary  of 
leaving  their  traditional  direct-mail 
vendors  to  sign  on  with  StreetSmart. 

There’s  obviously  a  risk  involved  with 
going  over  to  a  new  program,  PNI’s 
Trautman  acknowledges.  Landing 
Home  Depot  was  a  coup,  he  says,  and  the 
program  has  shovm  impressive  growth 
since  it  began  several  months  ago.  “In 
March,  44  advertisers  placed  61  different 
inserts,”  he  points  out.  “In  April,  71 
advertisers  placed  106  inserts,  and  we 


are  distributing  over  a  million  inserts 
through  the  mail  each  week.” 

In  terms  of  revenue,  Brownrout  says, 
the  paper  is  pleased,  in  that  the  numbers 
have  been  up  every  month  since  the  pro¬ 
gram  started.  “We  aren’t  ready  to  run 
home  and  declare  victory  until  we  reach 
our  targets,”  he  warns,  but,  at  the  same 
time,  he  says  the  company  is  only  starting 
to  explore  StreetSmart’s  potential.  “You 
can  get  creative  with  this,”  he  says.  “We 
haven’t  even  begun  to  get  creative.”  H 

A  free-lance  journalist  in  Delaware, 
Campbell  was  an  associate  editor  for 
Newsinc.  magazine  in  the  early  1990s, 
then  covered  media  technologies  for  a 
magazine  in  Spain. 
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He’s  getting  a  photo 
archive  system,  but 
will  “be  buying  less 
hardware.” 

^  DAVE  HYAMS 

"Sap  Francisco  Chronicle" 


comes  down  or  the  economy  turns  around. 
Others  are  putting  off  such  investments 
until  they  know  their  vendors  are  solvent.” 

Whatever  the  reason,  newspapers  are 
playing  it  safe  and  holding  back  on  new 
pagination  and  circulation  technologies, 
computer-to-plate 


Some  newspapers  are  buying  less,  but 
others,  believe  it  or  not,  are  buying  more 

BY  BOB  WEINSTEIN 

PRUDENT  SPENDING  IS  THE  LEITMOTIF  IN  THE  NEWSPAPER 

industry  these  days.  Along  with  boosts  in  both  staff  and 
editorial  budgets,  technology  upgrades  have  been  put 
on  hold  at  many  papers.  Russ  Leseberg,  president  of 
Sandy,  Utah-based  Avail  Technologies,  a  consulting  company 
for  the  newspaper  industry,  thinks  it’s  a  mistake.  MM 

“Making  do  with  outdated  technology  and  equipment  that’s 
on  its  last  legs  will  affect  every  facet  of  a  newspaper’s  perform- 
ance,”  Leseberg  says.  “Many  papers  haven’t  upgraded  their 
technology  since  Y2K.  They’re  waiting  until  the  price  of  newsprint  ;  according  to  Leseberg.  others 


Like  many  others,  however,  Times- 
Shamrock  Communications,  the  Scranton, 
Pa.-based  group,  has  put  on  hold  a  number 
of  technology  upgrades. 

“We  had  planned  to  upgrade  to  new  edi¬ 
torial,  archival,  and  classified  systems,”  says 
Kevin  Hoppes,  corporate  Internet  director. 
“We  also  wanted  to  upgrade  our  infrastruc¬ 
ture.  Because  of  the  uncertain  economy, 
we  went  with  copper  [cable]  instead  of 
[optical]  fiber  because  it’s  cheaper.”  Hoppes 
also  set  his  sights  on  hardware  and  software 
upgrades,  but  “it’s  not  going  to  happen  until 
the  economy  turns  around,”  he  says. 

“There  are  a  number  of  creative 
things  we  would  have  liked  to  do  with 
our  advertising  systems,  but  we  are  limited 
because  of  their  age,”  says  Hoppes.  “We 
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GARY  FONG/SAN  FRANCISCO  CHRONICLE 


CHRIS  english/winston-salem  journal 


were  considering  cross-advertising 
through  several  of  our  publications. 

But  limitations  with  our  present  system 
makes  it  difficult  to  accomplish.” 

Times-Shamrock  is  also  stalling 
improvements  to  its  Internet  technology. 

“I  wanted  to  take  news  and  editorial 
content  and  pour  it  into  XML  [extensible 
markup  language]  because  it  provides 
more  flexibility  for  designing  Web 
pages  than  HTML  [hypertext  markup 
language],”  Hoppes  explains.  “But,  it 
can’t  be  done  until  we  upgrade.” 

The  downside  of  holding  off  on  tech¬ 
nology  purchases  is  that  Times-Shamrock 
will  have  to  skip  a  whole  generation  of 
hardware  and  software  innovations. 

“The  upside,”  he  says,  is  “we’ll  have  better 
technology  because  when  we  are  ready  to 
proceed,  we’ll  buy  the  newest  technology 
and  have  a  much  better  system.” 

Hoppes  is  betting  on  the  economy  turn¬ 
ing  around  in  the  fourth  quarter.  “It’s  been 
20  years  since  the  [Federal  Reserve  Board] 
has  cut  interest  rates  this  aggressively,”  he 
says.  “That’s  bound  to  have  a  positive  effect 
in  boosting  technology  spending.” 

Other  papers  are  slowing  purchases,  but 
still  making  buys,  selectively. 

“We  monitor  technology  spending  very 
carefully,”  says  Troy  Stutes,  production 
manager  at  the  Port  Arthur  (Texas)  News, 
circulation  19,462.  “I’m  trying  to  get 
approval  to  upgrade  some  of  our 
equipment  to  cut  labor  costs.  I  just  got 
approval  for  some  imagesetters  that  will 
save  money  in  the  composition  depart¬ 
ment.”  Stutes  says  he  will  now  try  to  con¬ 
vince  senior  management  at  Community 
Newspapers  Holdings  Inc.,  the  Birming¬ 
ham,  Ala.-based  chain  that  owns  the  News, 
to  purchase  full-page  scanners  to  improve 
the  production  process. 

Technology  expenditures  are  even 
smaller  at  the  3,050-circulation  Perry 
(Okla.)  Daily  Journal.  “Coming  from 
the  Muskogee  [Okla.]  Daily  Phoenix,  a 
21,000-circulation  Gannett  daily ...  I’m 
used  to  a  lot  more  technology,”  says 
General  Manger  Eldon  McKinnis.  “We’re 
only  purchasing  technology  that  is  ab¬ 
solutely  essential.  We  just  bought  an  e-mail 
program  and  Adobe  Acrobat  5.0  so  we  can 


New  tech  played  key  role  in  conversion  of  mailroom  into  newsroom  at  the  Winston-Salem  Journal. 
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send  and  receive  ads  more  efficiently.” 

Pat  Taylor,  general  manager  of  the 
Winston-Salem  (N.C.)  Journal,  circulation 
87,175,  says  he’s  not  losing  sleep  over  a 
slow  economy,  because  his  company  made 
its  major  technology  upgrades  last  year. 
”We  got  in  Just  under  the  wire,”  he  says. 
“We  were  all  set  by  the  beginning  of 2001.” 

Upgrades  include  new  financial  and  hu¬ 
man-resource  systems,  a  Quark-based 
pagination  system  for  advertising,  and 
new  workstations  for  the  newsroom. 

“Now  all  we  have  left  to  do  is  minor 
upgrades,  but  we  don’t  have  to  wony 
about  that  until  2002,”  says  Taylor. 

FRISKY  IN  FRISCO 

Despite  a  slow  economy  and  tight 
budgets,  some  newspapers  are  moving 
ahead  at  full  speed  and  spending  to  im¬ 
plement  some  important  new  capabilities. 

Tlie  527,466-circulation  San  Francisco 
Chronicle  is  just  one  such  example.  Since 
Hearst  Newspapers  sold  the  San  Francisco 
Examiner  and  purchased  the  Chronicle,  a 
number  of  changes  have  taken  place,  most 
of  which  involved  equipment  upgrades, 
according  to  Dave  Hyams,  the  Chronicle's 
director  of  nevv^  operations/technology. 


(The  paper  has  cut  back  on  replacing  PCs 
and  laptops  for  reporters  and  editors,  how¬ 
ever.)  On  the  big-ticket  side,  the  Chronicle 
is  buying  a  new  photo  archive  system  this 
year,  but  “well  be  buying  less  hardware  to 
keep  costs  down,”  says  Hyams.  “We’re 
ready  to  accept  a  little  downtime  rather 
than  having  everything  mirrored.  That  is  a 


definite  economic  concession.” 


Sluggish  economy? 
“Actually,  we're 
spending  more  on 
technology.”. 


WILLIAM  HOWARD 

Howard  Publications 


Still,  Hyams  is  seriously  looking  at  a  new 
pagination  system.  “Our  new  publisher, 
John  Oppedahl,  thinks  it’s  nuts  not  to  have 
one  because  of  the  op)erational  efficiencies  it 
offers.  We’re  going  against  the  grain  in  a  lot 
of  ways,”  says  Hyams.  “Unlike  other  papers 
which  are  cutting  back  on  staff  and  content, 
we’re  adding  sections  and  staff,  which 
makes  technology  purchases  essential.” 


Howard  Publications,  a  15-paper  chain 
based  in  Oceanside,  Calif,  hasn’t  let  a 
sluggish  economy  affect  its  technology 
expenditures  either.  “Actually,  we’re 
spending  more  on  technology,”  says  Vice 
President  William  Howard.  “We  have  a 
number  of  items  that  are  up  for  replace¬ 
ment,  particularly  film-based  to  direct-to- 
plate  technology.  Otherwise,  we  replace 
equipment  as  needed.” 

Already  having  committed  $106 
million  to  building  and  equipping  a  big 
production  plant,  the  Milwaukee  Jour¬ 
nal  Sentinel  continues  to  shop.  Vice 
President  of  Production  Ken  Kieck 
says  he,  too,  is  looking  at  CTP  tech¬ 
nology  and  layout  software  and  “will 
probably  buy  something  in  early  fall.” 

While  many  papers,  especially  small 
ones,  are  holding  back  on  technology 
purchases,  it’s  safe  to  say  that  newspapers 
will  begin  spending  more  aggressively 
once  the  economy  makes  a  turnaround. 
“Their  survival,”  says  Avail  Technologies’ 
Leseberg,  “depends  upon  it.”  H 

Weinstein  writes  “Tech  Watch,”  a  weekly 
syndicated  technology/career  column,  for 
King  Features  Syndicate. 
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BREAKING  NEWS 
FOB  THE  STBEET7EASY. 


water-based  inks  on  a  simpler  press  design 
and  yielding  fast  start-up,  low  waste,  and 
vivid  colors  —  was  stabilizing  and  spread¬ 
ing,  albeit  slowly.  In  the  last  three  years,  it 
became  a  contender  for  Buffalo. 

But  a  few  big  sites  that  tried  flexo  even¬ 
tually  went  offset.  The  first,  Denver’s  Rocky 
Mountain  News,  very  much  like  Buffalo 
today,  signed  for  offset  during  the  last 
recession  —  although  under  a  new  pub¬ 
lisher  who  had  already  made  top-of-the- 
line  offset  succeed  at  two  major  metros. 

PROCESSES.  PROS  AND  CONS 

“We  thought  offset  would  better  suit  our 
needs,”  says  Bryan  Carr,  The  Buffalo  News’ 
prepress  and  press  operations  manager 
who  is  the  project  manager  for  his  plant’s 
modernization.  Wishing  to  pick  up  some 
commercial  work,  he  says,  management 
“thought  offset  would  be  more  competi¬ 
tive.”  Certainly  it  will  provide  cleaner 
pages,  clearer  type  and  images,  and  better 
color  reproduction  than  letterpress. 

There  also  was  the  matter  of  consum¬ 
ables.  With  offset,  “we  eliminate  the  single¬ 
plate-vendor  issue,”  says  Carr,  referring  to 
NAPP  Systems’  virtual  monopoly  on  news 
flexo  plates.  Even  apart  from  flexo’s  few 
vendors,  he  adds,  there  are  offset’s  many 
customers,  whose  numbers  maintain 
competition  and  purchasing  power. 

KBA  and  MAN  are  the  only  makers  of 
both  flexo  and  offset.  With  KBA  making  a 
proposal  for  each  press,  says  National 
Accounts  Manager  Bruce  Richardson, 

“It  was  really  a  decision  left  up  to  the  cus¬ 
tomer.”  Last  year,  Buffalo  even  prepared  to 
buy  5-year-old  flexo  presses  from  The  News 
ef  Observer.  “Given  that  scenario,”  says 
Richardson,  Buffalo  was  “comfortable  with 
the  idea  of  flexo,”  at  least  until  the  Raleigh, 
N.C.,  daily’s  own  plans  were  delayed  and 
any  deal  was  off  (E&P,  Oct.  23). 

Flexo  had  another  advantage  for  Buffalo. 
KBA’s  standard  Colormax  design  and  its 
shorter  version,  used  by  the  Boston  Herald, 
were  compact  enough  to  fit  with  little  or  no 
alteration  of  the  News’  plant.  Richardson 
recalls  discussing  an  offset  variation  that 
also  would  fit,  but  which  required  “too 
many  gymnastics  to  accomplish”  —  such 
as  putting  the  folders  in  the  reel  room. 


Buffalo  flirts  with  flexo  but  opts  for  offset 

BY  JIM  ROSENBERG 

IT  TOOK  MOST  OF  A  DECADE,  BUT  NO  SOONER  HAD  THE  EQUIP- 

ment  business  for  newspapers  started  drying  up  than  The 
Buffalo  News  finished  shopping  and  made  its  long-awaited 
decision,  signing  a  contract  June  1  for  two  offset  presses  to 
replace  the  five  lines  of  letterpress  it  installed  in  1957- 
“I’ve  been  here  eight  years,  and  we’ve  been  looking  for  presses  since 
I  arrived,”  remarks  Executive  Vice  President  Robert  J.  Casell, 


The  paper’s  Wood  Metropolitans  have 
held  up,  but  parts  are  hard  to  come  by  for 
the  country’s  largest  remaining  letterpress 
newspaper,  circulation  225,935  (Sunday 
307, 825).  There  are  few  letterpress  papers 
left  in  the  United  States,  even  including 
dilitho’s  disappearing  dinosaurs.  Among 
the  latter,  which  converted  older  iron  to 
direct  lithography,  is  The  Kansas  City  Star 
—  bigger  than  Buffalo  by  about  40,000 
weekday  copies,  but  no  longer  letterpress. 

Patches  of  the  old  presses  persisted  in 
Michigan  (Booth  Newspapers  Inc.)  and 


New  York,  where  Gannett  Co.  Inc.’s  Roch¬ 
ester  daily  went  to  offset  as  MAN  Roland’s 
first  U.S.  Geoman  site.  Then  much  of  Booth 
j  chose  Goss  single-wide  offset,  followed  ear- 
i  ly  last  yeeu"  by  Wifag’s  tall  order  from  Ad¬ 
vance  Publications’  Syracuse  dailies.  Now, 
Berkshire  Hathaway’s  Buffalo  daily  brings 
Koenig  &  Bauer  AG  (KBA)  upstate,  leaving 
I  only  Gannett’s  Utica  Observer-Dispatch  and 
‘  Hearst’s  Albany  Times  Union  to  the  east. 

I  At  some  point  since  1993,  flexo  figured 
i  into  Buffalo’s  prospects  for  a  new  press. 

!  The  process  —  relying  on  keyless  inking  of 
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Call  today  to  join  our  growing  list  of  Media  Companies 
who  are  already  enjoying  real  revenue. 

1-800-366-2191 


®iapointe 
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JOHN  hickey/the  BUFFALO  NEWS 


By  late  last  year,  offset  was  the  choice. 
Candidates  were  KBA’s  Colora,  MAN’S 
Geoman,  and  Heidelberg  Web  System’s 
new  Mainstream  80,  Casell  says.  He  adds 
the  straight-only  production  approach 
possible  with  the  Mainstream  —  a  fast 
four-page-wide  by  one-page-around  press 
with  gapless  blanket  —  was  from  the  start 
taken  as  seriously  as  the  conventional 
two-around  double-wides  and  remained 
under  consideration  within  the  last 
three  months. 

Straight-only  presses  provide  flexibility 
in  paging  and  sectioning.  And  though 
press  runs  now  are  “predominantly”  collect, 
according  to  Carr,  “the  plan  for  the  new 
press  is  to  run  straight  whenever  possible,” 
says  Casell.  Nevertheless,  both  say  the 
paper  did  not  want  to  forgo  the  option  of 


Next  year,  The  Buffalo  News  will  remove  the  first  of  its  five  Wood  Metropolitan  letterpress  lines. 


Negotiation  narrowed  to  KBA’s  75,000-  than  parent  Berkshire  Hathaway  paid  for 
copy-per-hour  Colora,  owing  to  what  Casell  the  newspaper  in  1977,  according  to  Casell 
calls  a  combination  of  the  automation  and  Publisher  Stanford  Lipsey. 

offered,  press  size,  timing,  and  value  “that  The  News  will  install  two  side-by-side 
got  us  to  our  final  decision.”  The  choice,  he  10-web  press  lines,  each  with  one  4/4, 
adds,  “best  matched  what  we  thought  our  four  4/1,  and  two  2/2  towers  and  using 
current  and  future  needs  would  be.”  KBA’s  open-fountain  inkers  with  segment- 

The  pressroom  investment  accounts  ed  ink  blades.  The  ink  should  leave  less 

for  more  than  two-thirds  of  the  project’s  black  on  readers’  hands  and  the  capacit>’ 


running  in  collect  mode. 


$35-million  total  cost  —  millions  more 


will  put  more  color  on  the  pages  —  up  to 


I 
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/  Adaptable  to  most  22 

CUTOFF  PRESSES 

✓  Low  PROFILE  CONSTRUCTION 
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24  four-color  pages  in 
straight  production. 

One  press  line  will  be 
double-delivery,  with  a 
combination  rotary  and  jaw 
folder;  the  other  will  be 
single-delivery,  with  a  160- 
page  rotary  folder.  Over  the 
folders  will  be  three-wide, 
two-high  formers  —  an 
arrangement  fairly  new  to 
U.S.  papers  (other  than 
KBA's  first  customer  here. 


: 
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the  Daily  Herald,  Arlington  Buffalo  News'  two  KBA  Colora  presses,  identical  but  for  their  folders 

Heights,  Ill.,  where  it 


downtown  location  not  only 
benefits  the  city,  but  it  also 
brings  the  paper  as-yet- 
unspecified  tax  credits  and 
utility  rate  reductions  thanks 
to  last  month’s  expansion 
of  a  zone  to  encourage 
commercial  expansion 
and  modernization. 

But  keeping  its  home 
(it’s  been  in  the  same  neigh¬ 
borhood  for  more  than  120 
years)  means  raising  part  of 
its  roof.  The  portion  now 
over  the  pressroom  is  54  feet 


accommodates  different  size  products, 
according  to  Richardson). 

A  new  paper-handling  system  will  serve 
the  reelstands,  and  new  platemaking  will 
serve  the  new  presses.  “Our  goal  is  to  start 
up  direct-to-plate,”  says  Carr.  But  that’s  2V2 
years  away  and  computer-to-plate  tech¬ 
nology  changes  fast.  Carr  notes  he’s  still 
shopping  for  a  platesetting  system. 

How  the  News’  modernization  will  play 
out  in  the  mailroom  is  still  uncertain.  But 
plans  are  such  that  they  “allow  us  to  do 
some  online  inserting,”  says  Casell.  “When 
the  [new]  presses  come  up,  we  want  to 


have  that  ability,  if  we  think  it’s  necessaiy.” 

Though  both  new  presses  are  not  expected 
to  be  in  live  production  much  before  the  end 
of  2004,  work  starts  within  months.  In 
January,  the  paper  begins  removing  its  No.  5 
press  to  make  room  for  the  press  founda¬ 
tions  and  the  first  Colora  press  line.  News 
executives  say  a  preliminary  schedule  calls 
for  KBA  to  begin  delivery  in  mid-2003,  with 
the  first  press  running  by  December  of  that 
year  and  the  second  in  service  a  year  later. 

Helping  plan  the  project.  The  Austin  Co. 
is  “a  very  close  partner”  in  installations  and 
construction,  says  Casell.  Staying  at  its 


!  high.  The  new  press  rises  65  feet.  The  News 
:  will  spend  $1.5  million  to  raise  the  walls  and 
j  re-roof  that  part  of  its  plant  at  78  feet, 
j  In  moving  from  letterpress  to  the  more- 
!  complex  offset  litho,  says  Casell,  “we  realize 
I  that ...  proper  training  will  be  paramount  to 
;  the  success  of  the  operation.”  Carr  says  KBA 
I  is  committed  to  all  necessary  training  and 
j  that  “most  of  it  will  be  done  here.” 

I  According  to  Casell,  any  cuts  in  pressroom 
jobs  will  depend  on  labor  negotiations, 
whether  sections  now  contracted  out  are 
brought  in-house,  and  the  News’  commercial 
printing  operations.  11 


I  The*  F-uture*  oT  voitze*-to-we*b 

Newspapers  are 

j  c:ommunicic5tlon£»  hc3S  carrlved. . . 

-  1 

looking  for  ways  to 
integrate  and  distribute 

1  . 

content  across  media 
to  generate  revenue. 

Sonic  Factory's  voice 
portal  technology 
enables  them  to  do 
just  that. 

■  Integrate  print  and 

! 

Web  classifieds 

■  Increase  distribution 

SONIC ))) 

to  anyone  with  a 
phone 

■  Generate  revenue 

FACTORY" 

with  audible  ads. 

VolCF-t'O-We^tD 

content  sponsorships 

www.sonic-factory.com 

and  direct  connect 

fees 

570-621-3306  j 

Please  visit  us  at  Nexpo  booth  2334 
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I 


NO  MORE  CALLS  WAITIN6 


Year-old  wireless  telephone  network 
has  ‘The  Fresno  Bee’  humming  along 

BY  MARK  FITZGERALD 


A  YEAR  AGO  THIS  MONTH,  ThE  FrESNO  (CaLIF.)  BeE  CUT  THE 
phone  cord.  In  an  apparent  first  for  newspapers,  the  Bee  in¬ 
stalled  a  private  wireless  telephone  cell  around  its  offices 
and  production  facilities  so  calls  follow  employees  wherever 
they  go.  The  predictable  result  is  a  work  force  that  is  far  easier  to 
reach.  The  perhaps  surprising  result  is  that  a  system  that  encour¬ 
ages  cell-phone  use  is  proving  no  more  expensive  than  conventional 
systems  of  deploying  pagers,  radio  dispatch,  and  multiple  voice- 
mail  boxes  to  keep  in  touch  with  salespeople,  production  managers, 

photographers, 
and  reporters. 

“For  the  compa¬ 
ny,  [the  costs]  are 
a  total  wash,”  says 
Terry  Geiger  Jr., 
the  Bees,  informa¬ 
tion  technology 
director.  “You’re 
not  doing  this  for 
the  cost  saving  so 
much  as  for  the 
kind  of  intangibles 
of  productivity. 

You’re  able  to  get  a 
call  to  someone 
right  away,  rather 
than  wait  for  two 
hours  for  some¬ 
thing  you  really 
needed  at  the 
moment  or  that 
would  have  been 

really  helpful  to  —  ..  paper  sun  nas  a 

^  „  The  Fresno  Bee  s  Jeff  Beebe  gives  someone  a  buzz  ^ 

get  sooner.  paper’s  wireless  telephone  system.  conventional  PBX 

Fresno  is  the  (private  branch 

only  McClatchy  Co.  newspaper  —  and  exchange)  telephone  system.  What  the 

perhaps  the  first  paper  anywhere  —  to  ,  AT&T  system  does  is  automatically  ring 
embrace  wireless  telephony  in  such  an  an  employee’s  cell  phone  whenever  a  call  is 

extensive  way.  received  at  his  or  her  desk  phone.  If  the 

Last  June,  AT&T  Wireless  concluded  employee  does  not  take  the  call,  it  goes  into 

installation  of  a  network  of  antennas  in  one  voice-mail  system  for  both  the  desk 

and  around  the  Bee's  Fresno  facilities  that  unit  and  the  cell  phone, 
created  a  kind  of  private  wireless  cell.  “It  makes  a  difference,”  Geiger  says. 


The  Fresno  Bee's  Jeff  Beebe  gives  someone  a  buzz 
using  the  paper's  wireless  telephone  system. 


Inside  that  bubble, 
which  extends  for 
nearly  a  mile  from 
the  paper’s  proper¬ 
ty,  Bee  employees 
can  make  unlimit¬ 
ed  cell-phone  calls 
without  running 
up  any  wireless 
time  charges. 

“It’s  replaced 
pagers.  People  who 
had  pagers  before 
have  gotten  rid  of 
them,  and  the 
service  charge 
[for  cellular]  is 
about  the  same  as 
it  was  for  pagers,” 
Geiger  says. 

There  are  still 
corded  phones  on 
Bee  desks,  and  the 

paper  still  has  a 
e  gives  someone  a  buzz  ^ 
telephone  system.  conventional  PBX 

(private  branch 
exchange)  telephone  system.  What  the 
AT&T  system  does  is  automatically  ring 
an  employee’s  cell  phone  whenever  a  call  is 
received  at  his  or  her  desk  phone.  If  the 
employee  does  not  take  the  call,  it  goes  into 
one  voice-mail  system  for  both  the  desk 
unit  and  the  cell  phone. 

“It  makes  a  difference,”  Geiger  says. 


www.editorandpublisher.com 


Paired  at  a  golf  tournament  with  a  Bee 
manager  whose  department  does  not  yet 
have  the  wireless  service,  Geiger  was  able 
to  simply  check  the  display  unit  of  his  cell 
phone  for  any  messages,  while  his  partner 
had  to  call  in. 

Rollout  of  the  system  began  with  the 
tech  department  and  quickly  included  the 
sales  offices  and  newsroom.  “It’s  a  nice  tool 
for  photography,”  Geiger  says,  “especially 
because  you  can  eliminate  radio  dispatch 
and  contact  photographers  using  phones 
with  either  text  messages  or  voice.” 

The  Bee  does  not  use  wireless  netw'ork- 
ing  for  any  of  its  production  or  publishing 
computer  systems,  but  it  is  looking  at 
adapting  the  AT&T  system  for  personal 
digital  assistants  (PDAs)  so  circulation 
delivery  routes  can  be  quickly  altered  and 
downloaded.  “We  want  to  get  circulation 
on  board  because  this  brings  them  into  a 
little  fuller  interactive  relationship  with  the 
[main]  building,”  Geiger  says. 

The  Bee  is  the  only  newspaper  using  the 
AT&T  system,  w'hich  has  been  installed  at 
area  hospitals  and  medical  centers,  and  at 
a  local  headquarters  of  the  Caltrans  com¬ 
muter  rail  line,  says  Suzette  Van  Wyhe,  an 
account  executive  with  AT&T  Wireless.  S 


See  the  feeder 
breakthrough! 

BIG  . 
STUFF 

Feeder/Hopper 
at  booth  337 


See  the  easy,  reliable  way  | 
to  feed  big,  ad-stuffed 
sections  automatically!  I 
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Palm-reading 
for  fun  £  profit 

For  a  question  about  the  future,  Adobe 
has  an  answer  in  the  Palm  of  your  hand 


The  problem  with  predict- 
ing  the  future  is  that  the  dam 
thing  keeps  moving.  Just  as 
I’m  ready  to  proclaim  that  this 
is  the  path  we  will  all  walk,  the  road 
shifts.  I  find  this  especially  thorny  when  it 
comes  to  figuring  out  what  newspapers 
will  look  like  in  the  future. 

Don’t  get  me  wrong;  I  am  not  a  digital 
soothsayer  who  goes  around  shouting, 
“The  End  Is  Near!”  Printed  news  will  be 
around  for  decades.  What  is 
hard  to  say  is  how  those 
pages  will  look.  The  view 
down  that  path  is  hazy. 

I  still  see  the  traditional 
newsprint  version  being  very 
appealing.  After  all,  the 
industry  has  pretty  much  fig¬ 
ured  out  the  “design  thing.” 

But,  after  judging  a  recent 
Web  contest  for  newspapers, 

I  was  stmck  by  the  lack  of 
impact  in  the  way  we  present 
news  on  our  Web  sites.  I 
came  away  from  the  contest  more  than  a 
little  dismayed.  Our  content  is  good;  our 
presentation  is  often  downright  boring. 

However,  there  are  some  technology 
developments  on  the  horizon  that  point  to 
change  —  perhaps  for  the  better.  Catching 
my  eye  and  lifting  my  hopes  is  Adobe  Sys¬ 
tems  Inc.’s  release  of  Acrobat  Reader  soft¬ 
ware  for  the  Palm  operating  system,  which 
mns  on  both  Palm’s  Pilot  and  Hand¬ 
spring’s  Visor  personal  digital  assistants. 

Adobe  has  excitedly  announced  that  its 
Palm  OS  Acrobat  application  will  make  it 
easier  for  companies  to  make  documents, 
such  as  technical  manuals,  already  in 
portable  document  format  (PDF)  avail¬ 
able  on  portable  computing  devices.  Yep, 


that’s  cool.  The  Adobe  lab  is  cooking  up 
even  more  exciting  things  that  will  have 
an  impact  on  publishers  trying  to  use 
their  rich  print  design  on  the  Web. 

Adobe  is  working  very  hard  to  make 
Acrobat  the  pervasive  cross-publishing 
platform  engine  by  adding  several 
important  features.  You’ll  find  a  hint 
of  this  in  Acrobat  5.0.  Look  under  the 
“File/Document  Properties”  menu  and 
youll  see  a  reference  to  Document- 
MetaData. 

Metadata,  which  is  “data 
about  data,”  helps  automati¬ 
cally  organize  information 
and  make  it  accessible  to 
Web  site  visitors.  This  is  an 
important  feature.  Think 
about  going  to  a  library  to 
find  one  book.  You  go  to  the 
catalog  to  see  if  the  book  is 
there  and  to  determine  its 
location.  The  catalog  is  the 
library’s  metadata.  Without 
a  catalog,  you  would  have  a 
hard  time  finding  your  book.  On  the  Web, 
metadata  is  increasingly  important  for 
search  engines  because  it  helps  organize 
and  bring  structure  to  online  content. 
Metadata  not  only  explains  what’s  on  the 
page  but  also  can  describe  other  elements, 
such  as  photographs.  Once  you  describe 
these  elements,  it  makes  it  easier  for 
other  applications  or  systems  to  display 
the  original  information  that  is  true  to 
the  original  publication’s  design. 

The  use  of  document  metadata  is  just 
the  first  of  several  new  tools  or  plug-ins 
that  Adobe  is  working  on,  according  to 
Gary  Cosimini,  business  development 
director  for  Adobe’s  Cross  Media  Pub¬ 
lishing  Group.  Future  releases  of  Acrobat 


will  accommodate  more  media  types  and  | 
more  ways  to  see  that  data  across  various  I 
devices,  even  sending  parts  of  a  PDF  | 

document  to  Web-enabled  cell  phones. 

GOING  WITH  THE  FLOW  I 

Pulling  pieces  from  various  documents  j 

doesn’t  work  unless  the  documents’  inter-  | 
nal  structure  is  maintained.  Story  jumps  i 

and  column  layouts  need  to  be  reflowed  | 
in  a  logical  manner  for  the  intended 
device.  That’s  only  possible  if  elements  i 
of  the  document  are  “tagged.”  Most  pub-  ! 
lishing  systems  use  some  form  of  markup  i 
tags  to  describe  a  headline  or  a  byline. 

That  information  is  then  used  to  drive 
the  final  printed  output  of  a  page. 

Some  vendors  have  taken  the  next  step  i 
by  converting  those  tags  to  hypertext 
markup  language  (HTML),  the  lingua 
franca  of  the  Web.  Until  now,  that’s  been  j 
good  enough.  But  as  our  customers  de¬ 
mand  more  and  more  visually  sophisti¬ 
cated  Web  design,  H’TML  doesn’t  cut  it. 

It,  too,  locks  the  content  into  the  design. 

That’s  why  everyone  is  excited  about 
extensible  markup  language  (XML),  | 

which  is  a  much  more  flexible  way  of  i 

allowing  publishers  to  design  for  multiple  | 
platforms.  However,  to  make  this  work, 
you  need  to  have  all  your  content  in  a  i 

database  and  you  need  editing  and  pub-  | 

lishing  systems  that  can  deal  with  print  | 
and  digital  devices.  Or  you  need  some  ' 

kind  of  system  in  the  middle  to  deal  with 
it.  And  you’ll  need  Macromedia  Flash  or  i 
another  visually  sophisticated  program.  j 

What  Adobe  now  plans  to  do  might  ! 

make  this  easier.  It  plans  to  export  a 
“tagged  PDF”  file  to  a  number  of  different  ! 

file  formats  —  RTF  (rich  text  format),  j 

HTML,  and  XML. 

OK,  let’s  bring  this  back  to  what  this 
means  to  newspapers. 

First,  almost  all  newspapers  now  output 
pages  to  imagesetters  that  use  Adobe’s 
PostScript  page-description  language. 

With  PostScript,  you  can  use  Acrobat  Dis¬ 
tiller  to  convert  page  information  to  a  file 
that  maintains  the  look  and  feel  of  a  news¬ 
paper.  When  Adobe’s  new  “SaveAsXML” 
plug-in  is  released,  a  newspaper  could 
publish  an  entire  edition’s  content  in  a 
very  accessible  and  organized  way  to 
devices  that  have  yet  to  be  designed. 

Currently,  publishing  a  PDF  file 
means  that  the  content  —  the  story  — 
is  trapped  inside  the  “look  and  feel  of 
the  document,”  said  Cosimini.  With 
these  new  Acrobat  features,  you  can 
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Sooner 


OR  LATER, 

YOU  ^  LL  WISH  IT 
WAS  A  TKS  . 


Success  in 
numbers. 


Sooner  or  later,  you'll  wish  for  a  press  with  127  years  of  experience  behind  it.  And  state-of-the-art 
technology  inside  it.  Capable  of  running  up  to  85,000  CPH  while  delivering  higher  quality.  Easily  and 
quickly  serviced,  but  rarely  in  need  of  attention.  Built  to  the  highest  engineering  and  construction 
standards  — reflected  in  reduced  downtime,  stoppages  and  waste.  A  machine  with  the  stamina 
to  stay  in  service  for  at  least  30  years  —  a  full  decade  beyond  what  you  could  wish  for  in  a  press. 

But  why  merely  wish  for  a  press  with  such  lasting  qualities?  Make  your  next  investment  a  TKS. 

ColorTop  7000CD 
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The  ColorTop  7000 

\nd  state-of-the-art 

shaftless  product  line 

er  quality.  Easily  and 

ig  and  construction  /jq5  taken  shaftless  to 

th  the  stamina 

the  next  level  of  durability  and 

I  for  in  a  press. 

estment  a  TKS.  simplicity.  This  is 

one  reason  why  over  1,100  cou- 

\ 

k  1  pies  have  been  sold  in 


the  last  year  alone. 
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Double-width  press 

Couple-to-couple  or  unit-drive  shaftless  tower 

Super  Drive  System  (SDS)  -  Printing  speeds  up  to  85,000  CPH 

Configurable  for  flying  plate  and  page  changes 

New  generation  shaftless  motors 

Anti-fan-out  rollers  between  each  printing  impression 

Digital  ink  pump  or  open  fountain  inking 

Jaw  folders  and  split-arm  RTPs 

Wide  range  of  web  widths  and  cutoffs 

Towers  can  be  added  to  existing  press 
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1201  Commerce  Drive 
Richardson,  Texas  75081 
800-375-2857 
fkx:  972-437-5858 
email:  sales@tkspress.com 

www.tksusa.com 


PUBLISHER 


You  are  the  publisher  of  a 
local  newspaper.  You  are 
the  most  trusted  source 
for  information  and 
content  relating  to  local 
events  and  businesses. 


HBEPublisher  integrates 
revenue-generating  fea¬ 
tures  such  as  micro-sites, 
an  enhanced  business 
directory  and  online  clas¬ 
sifieds  to  bring  your  local 
market  to  the  world, and 
the  world  to  your  local  market. 


Visit  us  at  NEXPO  Booth  #  2548 


“free  content”  from  the  design  of  the  page. 

Reading  a  newspaper  story  in  Acrobat 
might  be  fine  if  the  story  is  contained  on  a 
single  PDF  page.  Reading  a  story  that 
jumps  is  difficult,  as  you  need  to  “turn  the 
page”  to  the  continuation  of  the  article. 
And  God  help  you  if  there  are  related 
stories  elsewhere  in  the  publication. 

Imagine  being  able  to  click  on  that 
story  in  the  visual  display  of  the  paper  and 
being  able  to  read  the  entire  stoiy  in  a  way 
that  is  appropriate  for  the  device  you  are 
using.  Up  pops  the  entire  story,  with  any 
related  links.  Or  up  pops  a  multimedia  dis¬ 
play  that  looks  like  it  was  designed  as  part 
of  the  package  and  not  just  slapped  into  a 
template.  To  me,  this  is  the  best  of  both 
worlds;  visual  power  of  the  original  medi¬ 
um  and  accessibility  based  on  reading  de¬ 
vice,  whether  it  be  PC  or  Palm  or  TabletPC. 


communicate  by  de¬ 
sign.  We  organize  and 
prioritize  by  design. 

However,  are  the 
newspaper  industry 
and  its  vendors  ready 
to  move  to  a  model 
that  publishes  visually 
rich  content  across 
multiple  devices  in  a 
“handle-once”  work 
flow?  The  answer  is 
still  uncertain.  It  might 
happen,  driven  by  con¬ 
sumer  demand  for  vi¬ 
sually  exciting  content 
on  multiple  platforms;  customers  care  lit¬ 
tle  for  our  back-end  production  difficulties. 

If  we  don’t  do  this,  competitors  will.  If  I 
ran  CNET.com,  I  might  be  looking  at  pro¬ 
viding  print  publications  from  my  rich  lode 
of  online  content.  Taking  CNET s  XML- 
and  HTML-formatted  documents  and  con¬ 
verting  them  to  PDF  for  printing  on  paper 
might  be  much  easier  in  the  future.  And  so 
is  bom  another  group  of  competitors. 

The  interesting  thing  about  the  future 
and  technology  is  that  everyone  has  a 
stake  in  the  game  —  production  directors. 


Two  ways  of  looking  at  an  Adobe  PDF  file:  On  a  Palm  device,  on  paper 

circulation  executives,  advertising  depart¬ 
ment  leaders,  and,  of  course,  editors.  The 
road  just  shifted  slightly,  and  there  are 
warning  signs  ahead.  [■ 


Finberg,  a  managing  director  of  Finberg- 
Gentry,  The  Digital  Futurist  Consultancy, 
has  worked  in  newsroom,  information- 
technology,  interactive-media,  and 
corporate-strategy  roles  for  several 
leading  newspapers,  includingThe  Ari¬ 
zona  Republic  in  Phoenix,  the  Chicago 
Tribune,  and  the  San  Francisco  Chronicle. 


All  of  this  discussion  is  about  the  power 
of  publishing.  We  talk  a  great  deal  about 
the  core  asset  of  newspapers  being  con¬ 
tent  or  connection  to  the  communities 
they  serve.  But  newspapers  have  another 
strength:  the  institutional  knowledge  and 
talent  for  publishing.  We  know  how  to 
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Since  we  added  Am- 


Celebrating  Hometown  Life 
1-800-720-6323 

www.americanprofile.com 


Adding  value.  Reducing  churn.  Increasing  readership 
and  profits.  American  Profile  is  community  publishing 
at  its  best... for  hometown  newspapers  just  like  yours. 


Ifs  ‘Perfect  Storm’ 


With  clouds  on  the  horizon,  newspapers  i 
can  use  ail  the  lifesavers  they  can  stow 


INFORMATION  TECHNOLOGY  (IT)  AT  j 

newspapers  is  headed  for  “The  I 

Perfect  Storm.”  If  you  read  the  book 
or  saw  the  movie,  you’ll  recall  the  | 
title  was  derived  from  the  convergence  | 
of  three  fierce  weather  systems  over  I 

the  North  Atlantic.  The  volatile  mix 
produced  waves  as  tall  as  buildings  and 
sent  the  swordfish  longliner  Ararfrea  Gail  \ 
to  the  bottom  of  the  sea.  ! 

The  approaching  IT  storm  may  not  j 

sink  any  ships,  but  it’s  making  a  lot  of  I 
publishers  feel  like  they  are  already 
drowning.  1 

The  first  storm  has  been  brewing  for 
a  while.  During  the  past  25  years, 
computer  technology 
has  invaded  virtually 
every  corner  of  the 
typical  publishing 
operation. 

IT,  once  largely 
confined  to  nurturing 
accounting  and 
financial  systems, 
has  mushroomed  into 
a  web  of  financial, 
marketing,  communi¬ 
cations,  publishing,  and 
manufacturing  systems.  Charged  with 
selecting,  supporting,  and  maintaining 
the  technology,  today’s  IT  manager  is 
beginning  to  feel  a  lot  like  Billy  Tyne, 
the  skipper  of  \he  Andrea  Gail. 

The  second  squall  is  closing  in  at 
the  worst  possible  time.  Just  when 
publishers  need  more  competent 
technology  workers  to  manage  the 
growing  chaos,  a  shortage  of  skilled 
resources  has  made  these  employees 
hard  to  find.  If  you  do  manage  to  find 
them,  the  pay  scales  are  often 
prohibitive  for  the  average  newspaper. 

A  recent  survey  of  IT  professionals 
by  CIO  magazine  revealed  that  77%  of 
respondents  indicated  their  companies 
were  experiencing  difficulty  in  hiring 
IT  staff.  In  addition,  54%  said  their 
companies  were  having  trouble 


retaining  IT  workers.  Worse  still,  the 
staffing  problems  are  most  apparent  in 
the  areas  of  application  development, 
database  administration/management, 
and  Web  site  development  —  the  very 
areas  in  which  newspapers  need  the 
most  help.  While  the  recent  downturn 
in  the  technology  sector  will  put  more 
IT  personnel  back  in  the  job  market, 
finding  and  keeping  the  most  competent 
ones  remains  a  challenge. 

The  third  big  blow  is  perhaps  the 
most  ominous  of  all:  an  appalling  dearth 
of  newspaper-specific  technology  to 
meet  the  unique  demands  of  newspaper 
publishing.  As  a  vertical  industry, 

newspaper  publishing 
has  been  hard  put  to 
entice  dedicated 
development  efforts 
for  its  needs.  As 
evidenced  by  the 
carnage  among 
suppliers,  there 
simply  is  not  enough 
profit  to  keep 
technology  providers 
focused  exclusively  on 
newspaper  publishing. 
To  survive,  they  are  forced  to  court 
a  much  broader  marketplace. 

Increasingly,  we  have  been  forced  to 
adapt  generic  software  and  hardware  to 
our  needs,  modifying  tools  that  are 
designed  for  the  general  practitioner 
rather  than  the  specialist. 

So  here’s  the  forecast  for  surviving  the 
perfect  storm. 

The  three  storms  feed  on  each  other. 
The  more  computer  technology  extends 
to  every  department  in  the  operation, 
the  more  issues  that  IT  staffs  must 
address.  The  less  technical  solutions 
are  available  from  third-party  vendors, 
the  more  papers  are  driven  to  develop 
in-house  approaches.  The  more 
in-house  applications,  the  more 
skilled  IT  workers  and  programmers 
are  needed. 


To  say  we  are  not  alone  is  little 
comfort.  Nevertheless,  we  are  among 
many  industries  experiencing  similar 
dilemmas.  How  we  cope  with  the 
storm  will  determine  whether  we  sink 
or  swim.  Here  are  a  few  pointers  to 
help  weather  the  storm: 

•  Keep  it  simple.  Programmers 
are  a  heady  lot;  they  get  bored  easily. 
Cleverness  and  complexity  tend  to 
heighten  the  challenge.  But  ingenuity 
at  the  expense  of  simplicity  can  mean 
trouble.  A  complex  database-driven 
interface  between  two  systems  might 
be  a  thing  of  technological  beauty,  but 
when  (not  if)  your  programmer  leaves, 
who  will  support  this  work  of  art?  A 
simpler  solution  is  more  likely  to 
withstand  the  trauma  of  turnover. 

Take  the  straightest  route  between 
two  points. 

•  Document  everything.  With 
lots  of  “point  solutions”  being 
implemented  by  IT  departments  to 
address  specific  problems  all  over  the 
operation,  documentation  is  crucial. 
“Nobody  knows  how  it  works  because 
the  guy  who  made  it  left”  is  an  all-too- 
familiar  refrain  in  our  plants.  Make 
them  write  it  down. 

•  Keep  it  open.  When  you  acquire 
new  technology,  make  sure  it  is  based 
on  mainstream  platforms  and 
programming  standards.  If  your 
supplier  disappears,  it  will  be  a  lot 
easier  to  fly  on  your  own  if  the 
technology  is  open.  Make  sure,  too, 
that  the  technology  has  detailed 
documentation.  If  you  are  forced  to 
build  in-house  bridges,  information 
about  data  structures  and  programming 
methods  will  be  invaluable. 

Unlike  the  one  in  the  North  Atlantic, 
IT’s  perfect  storm  may  not  be  over 
any  time  soon.  The  best  course  for 
now  is  to  build  stronger  boats  and 
train  better  captains  and  crews.  11 

Wolferman,  vice  president  of 
information  technology  for  the 
Denver  Newspaper  Agency,  has  spent 
more  than  25  years  as  a  newspaper 
journalist,  editor,  production  executive, 
and  information  technologist. 
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Congratulations  to  Howell 
Raines,  former  St.  Petersburg 
Times  political  editor,  on  being 
named  executive  editor  of  the 
New  York  Times. 


The  St.  Petersburg  Times  has 
a  lot  of  "alumni"  throughout 
American  journalism,  and  we 
always  take  pleasure  (and  just  a 
little  pride)  when  they  continue  to 
distinguish  themselves.  So,  it  was 
good  news  here  when  That  Other 
Times  picked  our  friend  and 
former  colleague  to  be  its  own 
executive  editor. 


A  lot  has  changed  since  Howell 
Raines  was  political  editor  back  in 
the  1970s.  (The  Democrats  were 
in  charge  in  Florida  then.)  But  the 
St.  Petersburg  Times  remains  a 
place  where  talented  journalists 
can  make  their  mark. 


Congratulations,  Howell,  and 
best  wishes  as  you  open  this  new 
chapter  in  your  own  career. 


www.edltorandpublisher.com 
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‘JOURNIIL'TOIIMWEBFEE? 

Does  Dow  Jones  &  Co.  Inc.  charge 
enough  for  subscriptions  to  The  Wall  Street 
JoumaTs  Web  site  (http://www.wsj.com)? 
Some  Dow  Jones  executives  think  not  and 
are  weighing  the  merits  of  a  price  increase. 

Considering  the  amount  of  information 
on  the  JoumaPs  site,  Scott  D.  Schulman, 
president  of  Dow  Jones'  consumer  electron¬ 
ic  publishing  division,  told  Dow  Jones 
Newswires  in  a  story  published  in  the 
Journal  Tuesday,  “We  do  feel  the  price  is 
a  very  low  one.”  Subscribers  to  the  print 
edition  pay  $29  a  year  for  access  to  the 
online  Journal;  nonsubscribers  pay  $59. 

According  to  the  article,  the  JoumaPs 
primary  site  had  574,000  subscribers  as  of 
March  31.  Though  the  site  is  undoubtedly 
“one  of  the  Internet’s  few  successful 
pay-for-access  Web  sites,"  the  story  said,  it 
is  still  not  turning  a  profit. 


The  Akron  (Ohio)  Beacon  Journal  has 
introduced  a  compact  disc  edition,  with  the 
entire  content  of  the  paper  and  some  value- 
added  extras:  For  those  who  can’t  get 
enough  pictures  of  the  Cleveland  Indians  in 
the  print  edition,  for  example,  the  CD  might 
have  half  a  dozen.  The  patent-pending 
technok^  was  developed  by  Mark  Kovack, 
the  paper’s  systems  integration  engineer. 

“We’ve  developed  a  process  that  takes 
the  printed  pages  of  the  paper,  converts 
them  to  a  PDF  [portable  document  for¬ 
mat]  file  that  we  bum  onto  CDs,”  said 
Mike  Needs,  director  of  Beacon  Journal 
Interactive.  Needs  guesses  that  at  first 
maybe  two  of  every  100  readers  will 
adopt  the  format  —  “perhaps  people  with 
vision  problems,  who  can  use  the  Adobe 
Acrobat  ‘magnifying  glass’  to  blow  up  the 
paper.”  There’s  also  teen  appeal,  especial¬ 
ly  if  the  Beacon  Journal  adds  stuff  such  as 
bonus  ’NSync  cuts.  Needs  described  the 
25-cent  CD  as  an  interim  step  towards 
launch  of  a  digital  newspaper  available  for 
subscription  online  in  August. 

Also  on  the  “Newspapers:  The  Next 
(Generation’’  front.  The  Philadelphia 
Inquirer,  like  the  Beacon  Journal  a  Knight 
Bidder  paper,  has  signed  on  with  Newspa- 
perDirect  Inc.  to  download  the  paper  to  dig¬ 
ital  printers  on  cruise  ships  and  in  hotels. 


ON  THE  LINE 

INOliiOFIHENET 

Building  its  brand,  ‘The  Wall  Street  Journal’  posts  a  new  serial 
by  Danielle  Crittenden  on  freely  available  OpinionJournal.com 


The  opinion  pages  of  TkE  Wall  \ 
Street  Journal  arc  many  things : 
passionate,  principled,  provocative. 
Guided  by  the  slogan  “Free  Markets,  Free  ! 
People,”  they  can  swell  the  heart  of  the  , 

blue-blooded  conservative  or  plant  a  sword  I 
in  the  sternum  of  the  bleeding-heart  liberal.  I 
But  whatever  one’s  opinion  about  the  ! 

JoumaTs  opinions,  one  constant  has  been  | 
that  none  dare  called  it  fiction.  i 

Since  Memorial  Day,  however,  the  Dow  | 
Jones  &  Co.  Inc.  flagship  has  been  running  I 
fiction  on  its  free  Web  site,  http://www  I 

.opinionjoumal 
.com.  Eveiy  Mon¬ 
day,  the  site  posts 
a  new  chapter  of 
“Amanda.Bright 
(§Home,”  a 
serial  by  Danielle 
Crittenden. 

The  first  install¬ 
ment  launched 

simultaneously  online  and  in  the 
newspaper’s  Friday  “Weekend 
Journal”  section,  where  movie 
reviews,  a  wine  column,  and  edito¬ 
rials  tend  to  deal  with  less  of  the  raw  meat 
of  politics  and  economics  and  more  of  what  i 
OpinionJoumal.com  Editor  James  Taranto  ! 
calls  “culture,  broadly  defined.”  Subsequent  i 
chapters  have  been  dot-com  only.  i 

Amanda  Bright  is  a  post-feminist 
archetype:  a  highly  educated,  hard-driving 
alpha  female  who  quits  her  job  at  the  j 

National  Endowment  for  the  Arts  to  stay 
home  and  raise  children,  experiencing  the 
ambivalence  and  deprivations  of  a  family 
now  living  on  the  salary  of  her  husband. 

Bob,  a  U.S.  Justice  Department  lawyer. 

“I’ve  long  been  intrigued  by  the  whole 
phenomenon  of  professional  women  in 
their  30s,  formerly  very  ambitious  women  i 

who’ve  been  trained  [to  succeed  in  the  i 
corporate  world]  who  quit  their  jobs  to  stay  j 
home  with  their  kids,”  Crittenden  said  in  a  j 
phone  interview  from  her  home  in  Wash¬ 
ington.  She  is  married  to  David  Frum,  Pres¬ 
ident  Bush’s  economics  policy  speechwriter.  j 
Crittenden  also  vmite  the  nonfiction 


book  for  the  Amanda  Generation,  “What 
Our  Mothers  Didn’t  Tell  Us,”  which  dealt 
with  Amanda  issues  —  about  “women  who 
put  everything  into  their  jobs,  who  found 
getting  married,  having  children  tough.” 

But  why  is  Dow  Jones,  with  its  successful 
online  subscription  model,  giving  away 
“Amanda.Bright”  on  OpinionJoumal.com? 

It’s  all  a  matter  of  marketing  and  brand 
extension.  “Editorial  Page  Editor  Bob  Bart¬ 
ley  had  the  idea  of  launching  OpinionJour- 
nal  because  he  thought  that  there  were 
readers  on  the  Web  who  would  be  interest- 

Ied  in  what  the  editorial  page  of  the 
Journal  had  to  say,  but  who  were  not 
readers  of  The  Wall  Street  Journal,” 
said  Melanie  Kirkpatrick,  assistant 


editor  of  the  editorial  page.  Serial  fiction 
aimed  at  the  brigade  of  Bright  Amandas 
“gives  us  a  chance  to  reach  a  new  audience  j 
of  women,  women  at  home,”  said  Vickee  : 

Adams,  director  of  corporate  communica-  j 

tions  for  the  Journal.  \ 

Though  not  a  direct  revenue  source, 
fiction  was  a  staple  of  newspapers  in  the  j 

19th  century,  when  writers  from  Charles  | 
Dickens  to  Herman  Melville  created  serial  I 
novels  for  newspapers.  “There  was  value  I 
added:  Everyone  had  the  news,  but  your 
paper  had  Dickens,”  said  M  J.  Rose,  who 
covers  Internet  publishing  for  Wired  News. 

One  advantage  of  mnning  fiction  online, 
of  course,  is  that  it  doesn’t  take  precious  j 

space  in  what  at  many  papers  has  become  | 

the  “Incredibly  Shrinking  News  Hole.” 

For  another,  it  reassures  readers  that  no 
matter  how  h2irsh  the  business  climate, 
there  is  room  for  innovation  and  experi¬ 
mentation.  One  could  even  ai^e:  Ars  ! 

longa,  declining  profit  margins  brevis.  S  j 


Though  not  a 
direct  revenue 
source,  fiction 
was  a  staple  of  newspapers 
in  the  19th  century. 
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DISTRICT  OF  COLUMBIA 
Tangle  Newborn  to  executive  director  of  the 
Washington-based  National  Association 
of  Black  Journalists.  Newborn,  who 
served  as  interim  executive  director  since 
November,  succeeds  Antoinette  Samuel. 

KANSAS 

Susan  Lynn  to  editor  and  publisher  of  the 
lola  Register  from  associate  editor.  She 
succeeds  her  father,  Emerson  Lynn  Jr.,  who 
remains  at  the  daily  as  associate  editor. 

KENTUCKY 

Dan  Hassert  to  assistant  managing  editor 
for  The  Kentucky  Post  in  Covington 
from  assistant  city  editor.  Hassert 
succeeds  Mark  Neikirk,  now  managing 
editor  of  both  The  Cincinnati  Post  and 
The  Kentucky  Post. 

Mark  Kaiser  to  assistant  managing  editor 
for  news  from  news  editor.  Kaiser 
remains  in  charge  of  the  copy  desk. 

MINNESOTA 

Dennis  Doeden  to  publisher  of  The  Pioneer 
in  Bemidji  from  deputy  editor  of  the 
Forum  in  Fargo,  N.D.  Doeden  succeeds 
Omar  Forberg,  who  resigned  in  April. 

MONTANA 

Karen  Datko  to  managing  editor  of  The 
Haxxre  Daily  News  from  night  city  editor 
of  the  Anchorage  (Alaska)  Daily  News. 
Datko  succeeds  Matt  Whalen,  now  news- 
page  designer  at  the  Billings  Gazette. 

NEW  MEXICO 
Robin  McKinney  Martin  to  associate  editor 
and  associate  publisher  of  The  Santa  Fe 
New  Mexican  from  vice  president, 
effective  Sept.  4.  Martin,  owner  of  The 
Taos  News,  a  weekly,  succeeds  Billie  Blair, 
who  will  become  president  of  the  Santa 
Fe  Community  Foundation. 


—  MISSISSIPPI 

Riclg^R. 
Matthews 

to  publisher  of 
I  The  Sun  Herald 
I  in  Biloxi  from 
vice  president  and  marketing 
director.  Matthews  succeeds 
Roland  Weeks  Jr.,  who  will 
retire  July  31. 
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BY  JAMIE  SANTO 


SPEOPIE 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 


CALIFORNIA 


Maria  De  Varenne 

Maria  De  Varenne  has  been  named  exec¬ 
utive  editor  and  vice  president  for  news 
at  The  Press-Enterprise  in  Riverside.  Cur¬ 
rently  managing  editor,  she  succeeds 
George  Rodrigue,  now  vice  president  of 
Press-Enterprise  parent  Belo’s  Capital 
bureau  in  Washington.  Following  nine 
years  at  the  San  Bernardino  County  Sun, 
De  Varenne  joined  The  Press-Enterprise  in  1999  as  special  proj¬ 
ects  editor.  She  was  named  managing  editor  last  April. 

Del  Rio  News-Herald.=- 


~ Crash  claims  one 

33-y®»-old 
ww  m  tmo 
vthdecfasb 

Community  Newspaper  Holdings,  Inc. 

has  sold 

Del  Rio  (TX)  News-Herald 

(5,585  daily  and  Sunday  circulation) 
to 

Southern  Newspapers,  Inc. 

We  are  pleased  to  have  represented 
Community  Newspaper  Holdings,  Inc.,  in  this  transaction. 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  5O5.82O.29OO 
E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 
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NEWSPEOPLE 


Ty  Ransdell  to  the  newly  created  position  of 
general  manager  from  circulation  director. 

NEW  YORK 

Jonathan  Auerbach  to  assistant  managing 
editor  at  the  New  York  Post  from  metro¬ 
politan  editor. 

Jesse  Angelo  to  metropolitan  editor  from 
deputy  business  editor. 

OREGON 

Floyd  Jernigan  to  publisher  of  the  daily 
East  Oregonian  in  Pendleton  from 
publisher  of  the  daily  Miami  (Okla.) 
News-Record.  Jernigan  succeeds  Mark 
Garber,  now  publisher  of  the  semiweekly 
Gresham  Outlook. 

TEXAS 

Marie  McGlynn-Peach  to  executive  director 
of  Belo  Marketing  Solutions  in  Dallas 
from  local  sales  manager  of  KUSA-TV 
in  Denver. 

UTAH 

Todd  Seifert  to  managing  editor  of  The 
Spectrum  in  St.  George  from  news  editor 
of  the  Springfield  (Mo.)  News-Leader. 

VIRGINIA 

Susan  Jessup  Svihlik  to  group  executive 
editor  of  the  Potomac  News  in  Woodbridge 
and  Manassas  Journal  Messenger,  both 
dailies,  and  the  weekly  Stafford  County 
Sun  in  Stafford,  from  executive  editor  of 
the  Tribune  Chronicle  in  Warren,  Ohio. 


NORTH  DAKOTA 

Dave  Bundy 

to  editor  of  The 
ijf  Bismarck  Trih- 
une  from  news 
mu  ^mmi  editor  at  the  Lin¬ 
coln  (Neb.)  Journal  Star.  Bundy 
succeeds  Tim  Fought,  who  re¬ 
signed  in  March. 


OBITUARIES 


James  Canfield 
Heckman 

69,  Died  May  26 

RETIRED  PICTURE  EDITOR  AND 
PRANKSTER  AT  THE  SEAHLE  TIMES 

Heckman,  known 
for  his  photo  savvy 
as  well  as  his  practical 
jokes,  worked  for  United 
Press  International  in 
Seattle  and  the  Honolulu 
Star-Bulletin  before  join¬ 
ing  the  Times  as  a  copy 
editor  in  1962.  He  moved 
to  the  photo  department, 
where  he  remained  until 
his  retirement  as  picture 
editor  in  1991.  Heckman 
was  in  charge  of  the 
photo  department  in 
1975  when  the  Times' 
Gerald  Gay  won  the 
Pulitzer  Prize  for  spot 
news  photography. 

I  Kevin  D.  Higley 

i  46,  Died  June  4 

FORMER  PHOTOGRAPHER  AT 
ROCHESTER  (N.Y.)  DEMOCRAT 
AND  CHRONICLE 

A  PHOTOGRAPHER  FOR 
24  years,  Higley 
died  of  brain  cancer.  He 
j  worked  at  the  Times  Her¬ 
ald  in  Port  Huron,  Mich., 
before  joining  the  Democ¬ 
rat  and  Chronicle,  where 
I  he  remained  until  1994. 
j  After  leaving  the  paper, 

I  Higley  worked  free-lance, 
I  sometimes  for  The  Asso¬ 
ciated  Press.  His  photo  of 
four  girls  crying  at 
Columbine  High  School, 
taken  shortly  after  the 
shootings  in  Littleton, 
Colo.,  was  used  as  the 
cover  of  the  May  3, 1999 
issue  of  Newsweek. 


Conrad  “Buck” 
Paysour  Jr. 

69,  Died  June  6 

RETIRED  WRITER  FOR  THE  NEWS 
&  RECORD  IN  GREENSBORO.  N.C. 

PAYSOUR  STARTED 
newspapering  at  age 
13,  writing  sports  and 
taking  photos  for  The 
Evening  Herald  in  Rock 
Hill,  S.C.  He  later  served 
as  a  bureau  chief  at  The 
Charlotte  (N.C.) 

Observer,  and  served  two 
stints  at  the  News 
Record  totaling  more 
than  40  years,  where  he 
covered  almost  every 
beat.  Paysour  also  wrote  a 
feature  column  for  the 
“People  and  Places” 
section  and  later  penned 
a  fishing  column. 

Patrick  Riordan 

55,  Died  June  1 
PROFESSOR  AND  FORMER 
REPORTER  AT  THE  MIAMI  HERALD 

Riordan,  an  award- 
winning  reporter 
with  The  Miami  Herald, 
died  of  cancer.  Riordan 
started  out  at  The  Oak 
Ridger  in  his  native  Oak 
Ridge,  Tenn.,  before 
moving  to  the  Herald, 
where  he  spent  seven 
years  as  a  local  govern¬ 
ment  reporter,  investiga¬ 
tive  reporter,  and  later 
state  Capitol  bureau 
chief.  He  earned  a 
George  Polk  Award  for 
local  reporting  in  1980 
for  his  part  in  a  series  on 
police  brutality,  which 
was  also  a  finalist  for  a 
Pulitzer  Prize.  Riordan 
left  journalism  in  1983  to 


become  deputy  press  sec¬ 
retary  for  then-Gov.  Bob  | 

Graham  of  Florida.  In  i 

1985,  he  was  hired  hy  f 

Charles  Reed,  Florida’s  1 

university  system  t 

chancellor,  and  spient  10  f 

years  writing  speeches  t 

and  serving  on  Reed’s  I 

management  team.  In  t 

1997,  he  joined  the  f 

faculty  of  the  U niversity  | 

of  South  Florida. 

Scott  Swanson 

47,  Died  May  30 
GENERAL  MANAGER  OF  THREE 
OHIO  WEEKLY  NEWSPAPERS 

Swanson,  general 
manager  of  three 
Gazette  Newspapers 
weeklies,  died  of  cancer. 

For  the  past  13  years, 
Swanson  had  been 
manager  of  the  Amherst 
News-Times,  Oberlin 
News-Tribune,  and  ? 

Wellin^on  Enterprise. 

Victor  R.  Weals 

83,  Died  June  7 

REPORTER  AT  THE  KNOXVILLE 
(TENN.)  JOURNAL  FOR  37  YEARS 

After  World  War 
II,  Weals  landed  a 
job  at  the  now-defunct 
Journal  as  a  headline 
writer  and  general- 
assignment  reporter.  He 
also  wrote  two  columns 
—  “Home  Folks,”  which 
appeared  six  daj's  a  week 
from  1951  to  1963,  and 
“Tennessee  Travels,” 
which  started  in  1976 
and  ran  10  years.  Weals 
worked  as  a  reporter, 
copy  editor,  and  wire  edi¬ 
tor  until  retiring  in  1984. 


The  University  of  Michi¬ 
gan  in  Ann  Arbor  named 
12  American  journalists 
Michigan  Journalism 
Fellows.  The  fellows  for 


the  2001-2002  academ¬ 
ic  year  are;  Joseph 
Coleman,  The  Associated 
Press;  David  Crumm, 
Detroit  Free  Press; 
Matthew  Eisley,  The  News 
&  Observer,  Raleigh, 


N.C.;  Sharon  Emery, 
Booth  Newspapers  Inc., 
Grand  Rapids,  Mich.; 
Robin  Farmer,  Richmond 
(Va.)  Times-Dispatch; 
Michelle  Genece, 

ABC  News;  Margaret 


Hernandez,  Arizona  Daily 
Star,  Tucson;  Deborah 
Horan,  Houston 
Chronicle;  Michael  Oneal, 
SmartMoney.com;  Todd 
Richmond,  The  Associat¬ 
ed  Press;  Brad  Wernie, 
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Automotive  News  Europe; 
and  John  R.  Williams, 

The  News  &  Observer. 
Each'fellowship  provides 
a  year  of  self-designed 
study  at  the  university 
and  a  $45,000  stipend. 
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We  couldn’t  have  said  it 
better  ourselves. 
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EDITORIALS 


The  U.S.  Postal  Service  hopes  scare  tactics  will  sell  its  version 
of  ‘reform.’  What  it  really  needs  is  a  checkup  from  the  neck  up. 

After  three  decades  when  it  ate  as  a  business  than  many  papers  suspect, 

managed  to  squander  billions  That’s  clear  from  the  devastating 

through  almost  willfully  j  testimony  Karla  W.  Corcoran,  the  postal 

feckless  management,  nearly  '  service’s  independent  inspector  general, 
nonexistent  cost  controls,  and  a  haphazard  |  delivered  to  the  Senate  Committee  on 
automation  program  that  installed  as  many  !  Governmental  Affairs  the  other  day.  She 
white  elephants  as  mechanical  improve-  j  portrayed  a  USPS  in  which  vendors  write 
ments,  the  U.S.  Postal  Service  (USPS)  has  !  their  own  contract  specifications  —  and  i 

hit  on  a  new  lobbying  tool:  its  own  failures.  I  the  guidelines  for  approving  payments.  i 

There’s  an  almost  triumphant  tone  in  the  !  It’s  an  agency  that  guarantees  revenue  to  ! 
way  USPS  officials  are  telling  Congress  the  i  corporate  partners  without  bothering  to  j 

agency  stands  to  lose  between  $2  billion  |  estimate  the  joint  venture’s  revenue  j 

and  $3  billion  this  year.  They  know  that  '  potential.  It  justifies  a  $500-million,  23- 

this  news  convinced  the  state  automation  project  j 

postal  service’s  board  of  The  USPS  isn’t  by  projecting  a  rather  j 

governors  to  approve  an  ,  lackluster  5%  return  on  | 

unprecedented  second  rate  an  agency  ready  investment  —  only  to  have  j 

increase  in  seven  months  —  l)ii5ineSS  On  the  inspector  general  work 

and  they  hope  this  ginned-  .  ,  ^  the  numbers  and  discover 

up  crisis  atmosphere  will  itS  OW’n  it  S  One  the  actual  ROI  so  far  is  a 

stampede  Congress  into  that  needs  even  negatixx  6%.  Last  year,  it 

approving  a  disastrous  ,  paid  84,000  employees 

version  of  “postal  reform.”  mOFe  OVersight.  $197  million  in  “pay  for 

USPS  officials  are  threat-  performance”  bonuses, 

ening  members  of  Congress  with  the  politi-  [  What  productivity  gains  were  realized? 
cally  frightening  specter  of  hundreds  of  I  The  USPS  doesn’t  know, 

small-town  post  offices  shuttered,  thou-  j  This  isn’t  an  agency  ready  to  do  business 
sands  of  carriers  fired,  and  Saturday  mail  i  on  its  own  —  it’s  one  that  needs  even 
delivery  halted.  There’s  an  easy  solution,  j  more  oversight  from  a  commission  with 
they  quickly  add:  Give  us  the  “flexibility”  to  !  real  authority.  Right  now,  the  PRC  works 

set  our  own  rates.  Free  us  from  the  bureau-  i  virtually  in  the  dark,  acting  Chairman 

cratic  burden  of  justifying  our  prices  to  the  George  Omas  told  the  Senate,  because 

Postal  Rate  Commission  (PRC).  Let  us,  in  the  postal  service  decides  what  financial 

short,  be  like  a  private  business.  data  it  will  share,  and  when.  The  best 

Newspapers  instinctively  check  for  their  idea  we’ve  seen  so  far  comes  from  the 

wallets  when  they  hear  that  kind  of  talk.  I  Newspaper  Association  of  America:  It 

Over  the  years,  they’ve  discovered  that  the  |  suggests  a  presidential  panel  create  an  I 

postal  service’s  idea  of  business  behavior  is  |  oversight  commission  with  expanded  ! 

charging  sweetheart  rates  to  junk  mailers  |  powers  to  scrutinize  all  USPS  operations.  | 
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while  sticking  second-class  mailers  with 
stiff  rates  and  slow  service.  But  it  turns  out 
the  USPS  is  even  more  ill-prepared  to  oper- 


Any  other  “postal  reform”  that  shelters  the 
USPS  from  public  accountability  deserves 
to  go  straight  to  the  dead-letter  office. 
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FROM  left:  RICHARD  DARBY/THE  FRESNO  BEE;  JOHN  WALKER/THE  FRESNO  BEE 


MARKET  PROFILE 


In  the  vegetable  heartland,  a  “meat  and  potatoes”  advertising  approach  works  best. 

Ahead  of  the field  in  farm  land 

n  BEE'  II BIBZ 


The  McClatchy  Co.’s  newspaper  meets  the  challenge  for  media 
in  San  Joaquin  Valley:  The  soil  is  rich,  but  most  residents  aren’t 

BY  EILEEN  DAVIS  HUDSON  AND  JOEL  DAVIS 

The  HEART  OF  A  REGION  OFTEN  CALLED  “ThE  MiD- 

west  of  the  West  Coast,”  Fresno,  Calif.,  has  lagged 
behind  many  other  cities  of  similar  size  across  the 
country  in  urban  development,  primarily  because 
the  area’s  economy  is  heavily  dependent  on  agricul¬ 
ture.  “This  is  the  largest,  most  prolific  agricultural  region  in  the 
U.S.,”  said  Mark  Benscheidt,  president  and  general  manager  of 
KSEE-TV,  Granite  Broadcasting  Corp.’s  NBC  affiliate  in  Fresno. 


The  market,  which  has 
significant  prison,  military- 
base  and  farm-worker 
populations,  is  far  from 
affluent:  Only  10%  of  resi¬ 
dents  in  the  Fresno/Visalia  designated 
market  area  have  annual  incomes  above 
$75,000,  far  below  than  the  average  of  25% 
in  the  top  50  U.S.  markets,  according  to 
Scarborough  Research.  The  region’s  unem¬ 
ployment  rate  is  generally  between  12% 
and  15%,  even  in  good  economic  times. 

Fresno  County,  located  in  the  heart 
of  the  San  Joaquin  Valley,  has  about 
7,500  commercial  farmers  harvesting 


Focus  ON 

Fresno-Visaliaialit 


crops  —including  grapes, 
tomatoes,  lettuce,  and 
cotton  —  on  1  million 
irrigated  acres.  One-third 
of  all  employment  in  the 
county  is  agriculture-related. 

According  to  various  studies,  news¬ 
paper  readership  in  the  area  is  slightly 
below  the  national  average. 

Nearly  40%  of  the  market’s  population 
is  Hispanic  (primarily  Mexican-Ameri- 
can),  more  than  triple  the  national 
average  for  the  top  50  markets,  according 
to  Scarborough.  “Hispanics  in  this 
market  spend  $5  billion  per  year  — 
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they  are  a  very  important  part  of  this 
market,”  said  John  Ostlund,  president 
of  Jeflrey/Scott  Advertising,  a  leading 
Fresno  ad  agency. 

The  fact  that  the  region,  a  three-hour 
drive  from  the  nearest  big  cities,  is 
isolated  makes  it  easier  for  advertisers 
to  reach  the  market,  Ostlund  explained. 

They  don’t  have  to  worry  about  spill-in 
from  other  markets.  Fresno/Visalia  is  a 
traditional  advertising  market  that 
eschews  trends  in  favor  of  the  tried  and 
true,  Ostlund  added.  There’s  no  dot-com 
mentality  here,  he  said.  Fresno  is  very 
meat  and  potatoes. 

The  largest  daily  newspaper  in  the 
market  is  the  McClatchy  Co.’s  Fresno 
Bee.  Its  main  competitors  in  the  market 
include  WB  affiliate  KMPH,  Fox’s 
KFRE,  ABC’s  KFSN,  and  two  major 
Hispanic  outlets  (TV);  AT&T  Broadband 
(cable  TV);  Infinity  stations  (radio); 
and  Lamar  Advertising  and  Infinity’ 

Outdoor  (outdoors). 

For  the  six  months  ended  in  March, 

The  Fresno  Bee’s  daily  circulation 
averaged  162,628,  while  Sunday 
averaged  194,551.  Both  figures  were 
flat  from  the  same  period  a  year  earlier. 

In  both  news  coverage  and  advertising 
share,  the  Bee  clearly  stands  out  in  the 
region,  observers  say.  “When  it  comes  to 
print,  they  are  the  800-pound  gorilla, 
that’s  for  sure,”  said  Don  Wright,  media 
reporter  for  The  Business  Journal,  a 
Fresno  weekly  nipping  at  the  Bee’s  heels 
in  business  coverage. 

Added  longtime  California  State 
University  at  Fresno  Mass  Communi¬ 
cations  and  Journalism  Professor  Jim 
Tucker,  “I  don’t  think  the  broadcast 
stations  are  aggressive  or  deep  enough 
to  give  the  Bee  a  great  run”  in  news 
gathering.  “The  agenda  setter  in  the 
area  clearly  is  The  Fresno  Bee.” 

In  April,  the  Bee  adopted  a  49-inch 
web  width  to  save  on  newsprint  costs 
and  launched  a  graphics  redesign. 

Charlie  Waters,  senior  vice  president  and 
executive  editor,  said  the  transition  went 
smoothly,  with  no  major  glitches.  Among 
the  changes  in  content,  the  paper  added  a 
“Faith  and  Values”  section  on  Saturdays. 

And  thanks  to  increased  color  capacity’ 
with  the  changes  to  the  presses,  the  Bee's 
comics  now  run  in  color  daily.  The  Bee 
has  expanded  the  stock  and  mutual-fund 
listings  in  its  business  section.  The  paper 
also  changed  its  body  type  to  a  more 
readable  Gulliver  font  —  the  same  one 
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used  by  Gannett  Co.  Inc.’s  USA  Today. 

Waters  said  the  Bee  has  received  mini¬ 
mal  feedback  from  readers  on  the  design 
changes,  and  most  of  it  has  been  positive. 

The  Bee  publishes  three  editions  daily. 
The  “Sierra  Gateway”  edition  covers  the 
area  north  and  northwest  of  Fresno,  the 
“South  Valley”  edition  covers  Tulare  and 
Kings  counties  to  the  south,  and  the  third 
edition  covers  Fresno  County.  Along  with 
its  main  newsroom  in  Fresno,  the  paper 
operates  bureaus  in  Visalia  and  in 
Madera  County,  north  of  Fresno. 

In  suburban  Fresno,  Bee  parent 
McClatchy  also  publishes  a  free  weekly 
newspaper,  the  Clovis  Independent. 

For  maintaining  and  attracting  new 
advertising,  the  Bee  uses  a  multifaceted 
approach.  Advertising  Director  John  Coak- 
ley  said  clients  have  options  aside  from  the 
main  paper,  including  the 
Bee’s  weekly  “Neighbors” 
pullout  community  sections; 
special  sections;  fresnobee 
.com,  the  Bee's  Web  site;  and 
CentralValley.com,  a  multi- 
media  portal.  In  the  slow 
economy,  clients  are  given 
more  than  one  bite  of  the 
apple:  Coakley  pointed  to  a 
special  section  on  swimming 
pools  that  ran  eight  times  as 
a  two-page  double  truck 
rather  than  once  as  16  pages. 

While  the  Bee  has  a  lock 
on  Fresno  County,  Gannett 
publishes  two  Monday-to- 
Saturday  dailies  in  Tulare 
County  —  the  Visalia  Times- 
Delta  (weekday  circulation 
21,709  and  Saturday  27,454) 
and  the  Tulare  Advance- 
Register  (Monday-to-Satur- 
day  8,319).  Linda  Green,  executive  editor 
for  both  papers,  said  that,  while  the  Bee 
does  not  have  strong  penetration  in 
Tulare,  it  does  try  to  compete  with  the 
Times-Delta  in  the  county  (with  its  South 
Valley  edition).  The  Times-Delta,  however, 
remains  the  paper  of  record  in  Visalia, 
Tulare’s  county  seat.  Green  said. 

According  to  Times-Delta  Advertising 
Director  David  Dakin,  the  paper  has 
twice  the  Bee’s  readership  and  advertising 
in  the  South  Valley.  “People  down  here 
who  read  The  Fresno  Bee  also  read  our 
papers,”  he  explained. 

TV:  Sports  and  Hispanics 

Fresno/Visalia  is  the  country’s 
54th-largest  TV  market,  with  519,200 


TV  households,  according  to  Nielsen 
Media  Research. 

The  market’s  only  10  o’clock  newscast 
is  on  KMPH,  earning  the  highest 
late-news  ratings  in  the  market  (an 
average  7  rating/17  share  in  households 
in  February). 

KFRE  is  one  of  the  top-performing  Fox 
affiliates  in  the  country  in  local  news  and 
in  18-to-49  ratings  in  prime  time.  This 
spring,  the  station  began  a  one-year  deal 
to  carry  a  package  of  30  San  Francisco 
Giants  baseball  telecasts.  KMPH  carries 
Fresno  State  football  and  basketball 
games  —  the  sports  teams,  supported  by 
local  fanatics  known  as  “The  Red  Wave,” 
have  a  high  profile. 

KPGE  had  been  one  of  the  most  under- 
performing  CBS  affiliates  in  the  country 
for  years,  but  was  acquired  by  Ackerly 
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THE  ABCS 

Daily 

Sunday 

Daily  Marfcat 

Sunday  Martot 

Circulation 

Circulation 

Pnnotration 

Panotration 

Fresno  County:  256,279  Households 

The  Fresno  Bee 

122,249 

144,398 

47.7% 

56.3% 

San  Francisco  Chronicle,  Examiner* 

3,517 

3,608 

1.4% 

1.4% 

Tulare  County:  H3,548  Households 

The  Fresno  Bee 

14,863 

20,079 

13.1% 

17.7% 

The  Porterville  Recorder 

9,957 

8.8% 

Tulare  Advance-Register 

8,177 

72% 

Visalia  Times-Delta 

21,761 

19.2% 

Madera  County:  35,528  Households 

The  Fresno  Bee 

11,625 

15,103 

32.7% 

42.5% 

San  Francisco  Chronicle,  Examiner* 

392 

343 

1.1% 

1.0% 

Merced  County:  63,305  Households 

The  Fresno  Bee 

2,104 

2,466 

3.3% 

3.9% 

Merced  Sun-Star 

16,419 

25.9% 

The  Modesto  Bee 

6,988 

7,745 

11.0% 

12.2% 

San  Francisco  Chronicle,  Examiner* 

1,459 

1,688 

2.3% 

2.7% 

Turlock  Journal 

695 

1.1% 

Kings  County:  34,982  Households 

The  Fresno  Bee 

6,704 

9,354 

19.r/o 

26.7% 

The  Hanford  Sentinel 

13,207 

13,021 

37.8% 

37.2% 

*”San  Francisco  Chronicle,’  “San  Francisco  Examiner’  combined  circulation 
Source:  Audit  Bureau  of  Circulations 


Broadcasting  last  August  and  has  made 
changes  in  management  and  news  talent. 

Hispanic  programming  remains 
popular  in  the  area.  Family-owned  Sainte 
Broadcasting’s  KNSO-TV  in  Modesto 
became  the  market’s  Telemundo  affiliate 
in  January.  All  programming  and  local 
news  for  KNSO  is  transmitted  from 
Modesto;  the  station’s  Fresno  facility  is 
I  essentially  a  sales  office, 
i  Even  more  popular  among  Hispanic 
i  viewers  in  Fresno/Visalia  is  KFTV-TV, 
the  Univision  network’s  owned-and- 
operated  outlet.  KFTV  commands  19% 
of  the  market’s  local  TV  advertising 
revenue,  good  for  second  place  in  the 
I  market  behind  ABC’s  owned-and-operat- 
i  ed  KFSN  and  ahead  of  Granite’s  KSEE, 


according  to  BIA  Financial  Network. 

AT&T  Broadband  dominates  Fresno’s 
cable  TV  business,  which  has  had  some 
consolidation  in  the  past  few  years 
thanks  to  the  media  giant’s  acquisition 
of  subscribers  of  MediaOne.  Cable 
penetration  in  the  Fresno/Visalia  market 
is  a  relatively  low  59%,  well  below  the 
73%  average  for  the  top  50  U.S.  markets, 
according  to  Scarborough. 

About  16%  of  the  market’s  residents  are 
connected  to  satellite  TV,  2%  above  than 
the  top  markets’  average. 

Radio:  Infinity  and  beyond 

In  radio,  Fresno  is  the  country’s  67th- 
largest  market,  according  to  Arbitron. 

I  Viacom’s  Infinity  Broadcasting  is  the 
I  market’s  far-and-away  leader  in  both  rat- 
I  ings  and  ad  revenue.  Infinity’s  seven  radio 
outlets  in  Fresno 
took  in  a  total  of 
$15.7  million  in  ad 
revenue  last  year, 
representing  a 
whopping  40.1% 
market  share.  Clear 
Channel,  which  has 
six  FM  outlets  here, 
had  a  30.6%  share 
of  the  ad  revenue. 

Mondosphere 
Broadcasting, 
owner  of  three 
radio  outlets  in 
Fresno,  is  the  only 
other  English- 
language  broadcast¬ 
er  with  a  significant 
share  of  the  market. 
Lotus  Communi¬ 
cations  also  has  a 
strong  presence  via 

its  three  Spanish  outlets.  Lotus’  KLBN- 
FM  is  one  of  the  top-rated  stations  in  the 
market  in  total-day  listenership. 

Jeffrey/Scott  Advertising  President 
Ostlund  is  also  the  proprietor  of  the 
only  locally  owned  radio  station  in  Fresno 
with  significant  listenership,  KJWL-FM, 
“K  Jewel,”  which  he  purchased  in  1994. 
The  adult  standards  outlet  targets 
listeners  35-plus.  Ostlund  said  his  two 
businesses  are  run  independently. 

The  outdoor  advertising  arena  in 
Fresno  is  dominated  by  Infinity  Outdoor 
and  Lamar  Advertising,  which  control 
almost  all  of  the  available  advertising 
positions,  said  Brent  Window,  general 
manager  of  Lamar’s  Fresno  and 
Bakersfield  operations.  11 
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Check  Booth  2309  for  exact  times. 


Associated  Press 

■  www.ap.org 


What's  new  at  AP? 

The  Associated  Press  is  showcasing  new  newspaper  and  Internet 
services  at  NEXPO  2001.  These  include  the  introduction  of  our  newly 
developed  state  online  feed  in  XML,  a  service  that  will  enable  you 
to  put  state  news  directly  onto  your  newspaper's  Web  site. 


How  can  AP  help  you  do  your  job  better? 

To  help  you  do  your  job  better,  and  to  help  us  help  you,  we  also 
are  offering  a  series  of  "APCIinics"  specially  designed  to  answer 
questions  on  state  news  in  XML,  digital  photos,  digital  ad  services, 
FTP  stocks  and  Web  services.  APCIinics  will  be  held  daily. 


Come  join  us  today  for  an  APCIinic: 

•How  to  use  FTP  for  faster  stocks 

•How  to  streamline  the  way  your  newspaper  receives  ads 
•Howto  handle  electronic  ad  reservations  online 

•How  to  utilize  The  WIRE,  AP  Online  and  XML  Online 
on  your  Web  site 

•How  to  select  a  digital  camera 
•How  to  color-correct  digital  photos 
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ASTROLOGY 


EQUIPMENT  FOR  SALE 


•  4  unit  SSC 

•  8  unit  SC 

•  5  unit  suburban 

•  4  unit  V-15D,  21-1/2 

•  8  unit  V-15D,  22-3/4 

•  8  unit  V-25D,  22-3/4 

SC  Folder  used  by  R.l.T,  add  on  SC  and 
1500  suburban  units  Baldwin 
Count  -o-Veyors 

Contact  Jim  Anzelmo 
(815)  648-4611*  Fax;  (815)  648-2856 
www.graphicmachinesales.com 

EQUIP/SUPPLIES  WANTED 

VIDEO-JET  SYSTEM  parts  for  model 
9416  VMS  printer  encoders,  computer 
chasis,  computer  boards,  etc. 

(631)369-0800  ext.  3107 

_ MAILROOM _ 

NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

NEWSRACKS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 


KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800|  257-3045 
www.msicylinders.com 


INTER  CONTINENTAL  GRAPHICS,  INC. 

Web  offset  presses:  (941)  561-6401 
www.intercontinent3lgraphics.com 


WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today*  It’s  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  L  ^ 
Newspapers 

Check  our  references 
( 2 14)  265-9300 

Rickenbacher  IVledia 

6731  Desco  Dr..  Dal  la 
6731  Dcsco  Dr.,  Dallas.  TX  75225 
ww-w.rickcnhachcrnicdiu.com 

Mi^EL  dTlINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
"A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

800  Sold -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


NEWSPAPER  BROKERS 


GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 

MAJOR  CITY  MAGAZINE,  Slick,  4-color, 
profitable.  $225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703-2833 
(512)476-3950 

FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 


NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
;  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
i  770  Broadway,  7th  FI,  NY,  NY  10003 
i 

SPECIAL  SECTIONS 

ONLINE.  IN  PRINT.  No  Hassle. 

New  Revenue.  Right  now!  (866)  626-6836 
j  contentthatworks.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


Confidential  Appraisal  |  Bolitho-Cnbb 
for  Estate,  ESOP,  |  &  AsSOCiatCS 


NEWSPAPER  APPRAISERS 


cribb.com 


Partners,  Bank,  Tax 
Stock.  Assets 


Confidential  •  Convenient 
24  hour*  8  day,  7  days  a  waak 


Publication  Brokerage 
a  Appraisals  est.  1923 
Over  2000  papers  sold 


Please  call  us  to  discuss  your  options  in  a  sale 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffak^  WY,  82834 
|hicks@cribb.com 


John  Ciibb 
406-586-6621 
104  E.  Main,  Suite  402 
Bozeman,  MT  50715 
jcribbacribb.oom 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tkaravakis@crlbb.com 


For  a  listing  of  publications  for  sale,  go  to  www.ciibb.com 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall...We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


-EQUIPMENTS  SUPPLIES- 


-FEATURES  AVAILABLE- 


WEEKLY-  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 

_ ENVIRONMENT _ 

“ENVIRONMENTAL  TRENDS’ 

Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 

Stuart  Lieberman  (732)  355-1311 

FEATURES  AVAILABLE 

RELIGION  NEWS  SERVICE.  The  only  secu¬ 
lar  news/photo  service  devoted  to  unbiased 
coverage  of  religion  and  ethics.  Daily  news, 
features,  columns,  photos,  charts,  plus 
SEARCHABLE  ARCHIVES.  15-day  free  trial. 
wwwe.religionnews.com 
or  800  767-6781 

TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
wvrw.pearyperry.com  for  samples 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graph¬ 
ic  rating  system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  10941. 

(845)  6924572,  Fax:  (845)  692-8311 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


ANNOU”NCEMENTS 

BI-WEEKLY  TOURIST  TAB.  $500K  gross, 
50%  net.  Located  in  resort  area  but  not 
necessary  to  relocate.  Mostly  help  run. 

(2  employees)  (562)  673-1250 
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-EQUIPMENTS  SUPPLIES- 

1 

1  -INDUSTRY  SERVICES- 

1 

1  -HELP  WANTED- 

PRESSES 

CIRCULATION  SERVICES 

PRESSROOM  SERVICES 

ACADEMIC 

Currently  Available  From  Inland 

!  CIRCULATION  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 

ADJUNCT  INSTRUCTORS: 

•  5-unit  22  3/4”  HARRIS  1660  with  double 
2;1  folder,  MEG’s. 

•  16-unit  GOSS  URBANITE  (U-1435)  with 
two  folders,  4-150HP  drives,  8  sets  of 
stacked  units-1991/99. 

•  6-  unit  GOSS  URBANITE  with  pre-1000 
series  folder  rebuilt  in  1995. 

•  COMMUNITY  presslines  and  add-on 
equipment. 

•  5-unit  HARRIS  V15C  with  JF7  &  30  HP 
drive,  1981  vintage,  available  now. 

•  Folder  &  unit  upgrades,  reconfiguring,  re¬ 
conditioning  &  installation. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA  66285 
(913)  492-9050  •  Fax  (913)  492-6217 

www.inlandnews.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 
PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 

iod%^^PAJD  braERS”Coast  to  coast 
we  do  it  all!  Stops, Starts 
Conversion,  Nonpays 
Call  Lee  Van  Kirk@61 9-692-9364 
www.ncdtelesales.com 
ncd@worldnet.att.net 

JOHN  A.  BURKE 

Single  Copy  Sales  •  Telemarketing 
Crew  Sales 
NY  •  NJ  •  PA 

Call/Fax;  (631)  588-2735 

SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Coltkall  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 
www.edltorandpubllsher.com 


Professional  Telemarketing  &  Database 
Services 

THE  PREPAID  SUBSCRIPTION 
SALES  LEADER 

•  35%  Prepaid  Subscription  Sales 
GUARANTEED 

•  Digital  Audio  Recording  of  ALL  Sale 
Transactions 

•  Nonpay  Stops  Converted  to  PIA  Restarts 

•  New  Mover  Campaigns  From  $9.00 
Per  Orders  Including  Lists 

•  Telemarketing  Lists  &  Database  Services 

•  Inbound  Direct  Mail  Response/  Customer 
Services 

Visit  Our  Website: 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493D470ext.  109 
for  a  confidential  consulation 


BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 

COMPUTER  SOFTWARE 

COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at 
www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  www.fakebrains.com 


_ CONSULTANTS _ 

MARKETING  CONSULTANT 

Management  Executive  with  15-t-  years 
experience  in  strategic  planning,  busi¬ 
ness  development,  sales  and  marketing, 
product  launches,  event  planning, 
awards  programs,  and  conference  man¬ 
agement  is  seeking  clients  with  event 
planning/marketing  needs  on  a  project 
basis.  Proven  track  record  of  increasing 
revenue,  developing  new  clients,  ex¬ 
tending  brand  and  producing  quality 
events. 

Producer  of  one  of  the  industry’s  most 
premier  events.  International  experence. 

Phone:  (609)  588-8703  E-mail: 
marshastoltman@hotmail.com 


INTERNET  SERVICES 

PSST,  ITS  ABOUT  PROFITS  not  just 
revenues.  Profitable  turnkey  websites  for 
newspapers.877462-6397 
WWW.  our-hometown  .com 

NEWS  makes  the  difference. 


Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


-HELP  WANTED- 


_ ACADEMIC _ 

UNIVERSITY  OF  IDAHO  Student  Media  is 
looking  for  someone  to  serve  as  editorial 
advisor  to  The  Argonaut,  student  newspaper 
and  The  Gem  of  the  Mountains,  yearbook, 
plus  provide  leadership,  training  and 
advice  for  Student  journalists.  Meets  with 
and  advises  editors,  student  writers  and 
photographers  on  all  facets  of  the  produc¬ 
tion  cycle,  including  libel,  obscenity,  and 
privacy  issues.  This  position  will  also  serve 
as  adjunct  faculty  at  the  University  of  Idaho 
School  of  Communication  with  a  require¬ 
ment  of  teaching  on  Journalism  class 
per  semester.  Salary  range:  $40,000  to 
$45,000.  Send  a  letter  of  application,  a 
current  resume,  and  a  list  of  three  profes¬ 
sional  references  to:  Student  Media  Editori¬ 
al  Advisor  Search  Committee,  c/o  Jeff  Kim- 
berling,  P.O.  Box  442540,  Moscow,  ID 
83844-2540.  Consideration  of  applications 
will  begin  as  soon  as  possible.  To  enrich 
education  through  diversity  the  University 
of  Idaho  is  an  equal  opportunity/affirmative 
action  employer. 

ACADEMIC 


Journalism 

Part-time  teaching  positions  at  the  Universi¬ 
ty  of  Arizona  Department  of  Journalism  for 
academic  years  2001-2002.  Applicants 
must  have  a  bachelor’s  degree  and  profes¬ 
sional  journalism  experience.  Interested  in¬ 
dividuals  must  submit  resume,  and  names 
and  contact  information  for  3  references 
to:  Acting  Dept.  Head  Jacqueline  Sharkey, 
Dept.  Of  Journalism,  P.O.  Box  210080, 
The  University  of  Arizona,  Tuscon,  AZ 
85721-0080.  Application  review  begins  by 
June  25,  2001.  Applicants  will  be  consii 
ered  for  positions  that  may  become  availa¬ 
ble  until  June,  2002.  The  University  of  Arh 
zona  is  an  EEO/AA  employer-M/W/D/V. 


ADMINISTRATIVE 

PUBLISHER 

Paxton  Media  Group,  Inc.,  has  a  terrific  op¬ 
portunity  for  a  publisher  to  oversee  two 
paid  weeklies,  a  TMC  and  a  seasonal  tour¬ 
ism  product  in  the  Kentucky  LakeAake 
Barkley  resort  areas.  Primary  weekly  is 
5,900  paid  circulation  in  a  rapidly  growing 
county  of  more  than  32,000  people.  Tre¬ 
mendous  opportunities  for  growth  in  circu¬ 
lation,  ad  sales,  and  publication  days.  This 
job  also  can  be  a  stepping  stone  for  ad¬ 
vancement  among  PMG’s  stable  of  26  daily 
newspapers  and  more  than  60  weekly  pub¬ 
lications.  Excellent  benefits,  unmatched 
quality  of  life.  Send  resumes  to:  Jim  Paxton, 
408  Kentucky  Avenue,  Paducah,  KY 
42002-2300. 

No  phone  calls  please 


ACADEMIC 


BRIGHAM  YOUNG  UNIVERSITY 
DEPARTMENT  OF  COMMUNICATIONS 


The  Department  of  Communications  at  Brigham  Young  University  seeks  applicants  for  a 
full  time,  tenure-track,  professional  faculty  position  for  a  journalist  experienced  in  news 
writing,  advanced  reporting  and  editing  to  teach  and  mentor  undergraduate  students. 
Some  familiarity  with  media  technology  is  desirable.  The  ideal  candidate  for  this  position 
will  be  an  experienced  print  journalist  with  recent  experience  who  enjoys  teaching  and 
working  with  undergraduates.  The  successful  candidate  will  help  students  develop  ex¬ 
ceptional  writing  skills  to  excel  in  subsequent  courses  and  in  the  profession.  In  addition 
to  teaching,  the  successful  candidate  will  establish  and  maintain  contacts  with  interna¬ 
tional,  national  and  local  professionals  and  will  publish  articles  on  current  issues  in  jour¬ 
nalism  in  trade  journals  or  other  appropriate  outlets. 

Adherence  to  high  standards  of  ethical  conduct,  and  to  rules  of  behavior  of  the  spon¬ 
soring  institution,  the  Church  of  Jesus  Christ  of  Latter-day  Saints,  is  required.  Women 
and  minorities  are  encouraged  to  apply.  BYU  is  an  equal  opportunity  employer.  Prefer¬ 
ence  is  given  to  members  of  the  sponsoring  Church.  The  search  will  remain  open  unbi 
the  appropriate  candidate  is  found.  Send  resume  and/or  curriculum  vita  to  Alt  Pratte, 
Ph.D,  Search  Committee  Chair,  Department  of  Communications,  E-509  HFAC,  Brigham 
Young  University,  Provo,  UT  84602.  Questions  should  also  be  addressed  to: 

Alf  Pratte  at  801-378-3248  or  by  e-mail  to:  papratte@byugate.byu.edu 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  nezvspaper  industry's - 

- meeting  place. - 
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Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISIIIG  fo^: (646) 654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADMINISTRATIVE 


PUBLISHER 

The  Ridgway  (PA)  Record  is  looking  for 
a  dynamic  individual  to  publish  its  4,000 
circulation  daily  and  32,000  circulation 
shopper.  Ridgway  is  located  in  beautiful 
North  Central  Pennsylvania,  just  minutes 
from  the  Allegheny  National  Forest.  It  is 
a  short  two  hour  drive  from  Pittsburgh,  Erie 
and  Buffalo. 

This  is  a  perfect  opportunity  for  someone 
looking  for  a  career  in  newspaper  publish¬ 
ing.  The  successful  candidate  will  possess 
leadership  skills,  creativity  and  hands  on 
newspaper  management  experience.  The 
candidate  should  also  demonstrate  a  thor¬ 
ough  knowledge  of  all  newspaper  disciplines 
as  Ridgway  is  a  central  print  site  for 
two  of  our  other  dailies  and  also  does  ex¬ 
tensive  commercial  printing. 

We  are  a  cnhi  newspaper  and  offer  a  com¬ 
petitive  compensation  package. 

If  you  are  up  for  a  challenge  with  plenty  of 
growth  potential  send  your  resume  and  a 
cover  letter,  in  confidence,  to: 

Steve  Roszczyk,  VP/Division  Manager 
8578  Black  Oak  Drive,  NE 
Warren,  OH  44484 
Or  E-mail:  saroszczyk@cnhi.com 
No  phone  calls,  please 


GENERAL  MANAGERS 

A  major  Midwestern  publishing  group  is  ex¬ 
periencing  considerable  growth.  Opportuni¬ 
ties  are  available  now  for  experienced  gen¬ 
eral  managers  and  sales  managers,  as  well 
as  individuals  with  management  potential. 
We  are  a  regional  group  of  publications 
with  a  full  range  of  products,  dedicated  to 
service  to  our  customers,  and  oriented  to 
the  communities  we  serve.  Available  posi¬ 
tions  are  located  in  highly  desirable  resort 
communities,  offering  great  recreational  op¬ 
portunities,  including  access  to  large  lakes. 
If  you  are  an  experienced  retail  advertising 
sales  professional  that  wants  to  lead,  are 
results  driven  and  customer  focused,  we 
would  like  to  talk  with  you!  We  offer  a  highly 
competitive  salary/  benefits  package  and 
reward  for  results  achieved.  All  inquiries  are 
welcomed.  If  interested,  please  mail  resume 
Box  2181,  Editor  &  Publisher  Classified 
Attn:  General  Manager,  Midwest 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING 


NATIONAL  SALES  DIRECTOR 
Duties  include  creating  overall  company 
sales  strategy  and  mentoring  of  local  ad 
teams  to  set  sales  targets,  establish  rates 
and  develop  marketing  materials.  The  posi¬ 
tion  requires  national  ad  sales  and  manage¬ 
ment  experience  that  includes  establishing 
ambitious  yet  attainable  sales  goals,  track¬ 
ing  progress  and  motivating  employees  to 
meet  and  exceed  individual  and  company 
goals.  Please  paste  resume  into  the  mes¬ 
sage  section  of  an  E-mail  and  send  to: 
jgrove@snitch.com 

LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 

www.ogdennews.com/opportunities 
C3  EDITOR*  PUBLISHER  CLASS 


ADVERTISING 


CLASSIFIED  ADVERTISING  SUPERVISOR 
The  European  Stars  &  Stripes,  a  daily  news¬ 
paper  based  in  Griesheim  Germany,  has  an 
immediate  opening  for  a  Classified  Advertis- 
:  ing  Supervisor.  Responsibilities  include  su- 
I  pervising  staff  of  Classified  Sales  Associ- 
1  ates  in  daily  liner  and  display  advertising,  to 
I  include  classified  special  sections  and 
'  other  products  and  sales  promotions  initia¬ 
tives.  Coordinates  with  the  Marketing  direc- 
;  torate  for  regular,  effective  print  and  broad- 
;  cast  media  promotion  of  the  classified  ad- 
I  vertising  activity.  Responsible  for  regular 
i  telemarketing  solicitation  of  local  retail  ac- 
'  counts,  providing  the  Advertising  Manager 
;  with  regular  updates  on  new  target  accounts 
I  and  past  solicitation  performances. 

'  Sells  to  and  maintains  a  core  business 
while  maintaining  a  constant,  consistent,  fo¬ 
cus  on  solicitation  activity.  Actively  takes 
and  solicits  classified  business  when  not 
otherwise  occupied  in  supervisory  functions 
and  duties.  Requirements:  two  years  expe¬ 
rience  selling  classified  advertising  for  a 
daily  or  weekly  newspaper,  to  include  one 
:  year  in  a  supervisory  capacity.  National 
■  Agency  Check,  works  evenings  and  week¬ 
ends,  files  annual  Financial  Disclosure  state¬ 
ment.  Send  a  cover  letter  and  resume  to: 
European  Stars  and  Stripes 
NAF  Personnel  Office 
Unit  29480,  APOAE  09211 
Announcement  NAF  SS01028 
Open  to  U.S.  citizens  only 
1  International  01149-6155-601433/207 
E-mail:  jobs@mail.estripes.osd.mil 


;  CLASSIFIED  ADVERTISING  DIRECTOR 
I  Because  of  expansion,  an  exciting  opportu- 
;  nity  exists  to  join  our  dynamic  management 
:  team.  Pennysaver  Group,  Inc.  based  in  the 
:  Baltimore-Washington,  DC  Corridor,  and 
j  one  of  America's  largest  shopper  publica- 
I  tions,  is  seeking  an  experienced  Classified 
I  Advertising  Director. 

I  This  position  can  truly  be  that  career  oppor- 
'  tunity  you've  been  seeking.  As  a  member  of 
I  the  senior  management  staff,  the  success- 
'  ful  candidate  will  require  proven  classified 
advertising  strategic  planning,  revenue  fore¬ 
casting  and  sales  development  skills.  You 
will  lead  a  40  member  sales  department 
and  be  responsible  for  a  $10  million  plus 
;  budget. 

I  With  over  1.3  million  weekly  mailed  circula¬ 
tion,  this  company  is  the  largest  shopper 
group  on  the  East  Coast.  We  offer  an  excel- 
I  lent  compensation  package  including  a 
I  profit-sharing  plan,  advanced  management 
!  skills  development  and  career  growth  op- 
j  portunities.  Operated  and  owned  by  Strate- 
I  gic  Publications,  an  equal  opportunity  em- 
i  ployer.  Fax  resumes  to  HR  Director,  Strate- 
:  gic  Publications,  LLC  (410)  865-4510  or 
j  bill@strategicpubs.com 


'  ADVERTISING  REP:  CARIBBEAN 
,  Great  advertising  opportunity  in  the  sunny 
'  Caribbean.  Island's  leading  weekly  seeks 
■  highly  motivated  ad  sales  rep  to  grow  mar¬ 
ket  share.  Strong  people  and  persuasive 
I  skills  essential.  Base  salary  of  $100  weekly 
1  plus  10  %  commission  in  a  market  where 
blue  skies  are  the  limit.  Rush  resume  to: 

Box  2172,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

FIEDS  JUNE  18,  2001 


ADVERTISING 


ADVERTISING  SALES  MANAGER 
!  Zone  9  Pulitzer  Prize  winning  newspaper  is 
!  looking  for  a  high  performance  Sales  Man- 
I  ager  with  a  record  of  revenue  growth  and 
I  team  building.  Great  career  opportunity  in  a 
;  very  desirable  community.  Candidates 
!  should  demonstrate:  strong  sales  and  rela¬ 
tionship  building  skills;  excellent  analytical 
'  and  communication  skills  and  a  minimum  of 
2  years  management  experience.  Earning 
potential  $60,000-k  first  year!  Base  salary, 
bonus  program  and  outstanding  benefits. 
Send  resume  and  cover  letter  to: 

Box  2176  Editor  &  Publisher 
770  Broadway,  7th  Floor 
1  New  York,  NY  10003 


!  ADVERTISING  SALES  MANAGER  j 
We  are  a  growing  California  daily  located  in  i 
a  competitive,  diverse  and  exciting  metro 
coastal  market.  You  are  a  creative  thinker  | 
I  with  a  proven  record  of  sales  success  in  j 
I  the  newspaper  industry.  You  are  also  a  ! 

competitive  person  who  enjoys  sales  calls 
i  and  coaching  salespeople  to  be  the  best. 

'  Retail,  classified  or  national  experience  re- 
I  quired.  Supervisory  experibri;e  helpful,  l 
You'll  join  a  large  newspaper  company  and  I 
I  work  with  seasoned  veterans  eager  to  help 
,  develop  your  newspaper  career.  Salary 
plus  incentives,  full  benefits,  car  allowance,  ; 
401(k)  Please  e-mail  cover  letter,(with  Box  | 
#2192  in  Subject  Line)  resume  and  refer¬ 
ences  within  the  e-mail  (no  attachments)  | 
to:  hpreuss@editorandpublisher.com 


CIRCULATION 


CIRCULATION  DIRECTOR  | 

■  The  Yuma  Daily  Sun,  Yuma,  Arizona  is  seek-  j 
I  ing  a  Circulation  Director  to  lead  and  build  j 
!  our  19,500  circulation  daily  newspaper,  i 
I  The  ideal  candidate  will  have  3-5  years  of  ' 
circulation  and  management  experience, 
possess  strong  marketing  and  communica¬ 
tion  skills  and  be  a  champion  of  great  cus¬ 
tomer  service.  Salary  plus  bonus  and  bene¬ 
fits.  Send  resume  and  salary  requirements 
i  to:  The  Yuma  Daily  Sun,  Julie  Moreno,  Pub- 
j  lisher,  2055  S.  Arizona  Ave.,  Yuma,  AZ  | 
I  85364  or  e-mail:  jmoreno@yumasun.com. 

;  EOE  I 


I  CIRCULATION  DIRECTOR 

;  Santa  Fe  New  Mexican  seeks  a  hands-on  i 
i  circulation  professional  to  continue  to  grow  i 
.  circulation.  The  ideal  candidate  will  have  in- 
j  novative  ideas  for  promotions,  aggressively  j 
I  pursue  single  copy  sales  and  deliver  j 
:  first-rate  home  delivery  service.  Manage  j 
:  satellite  office.  The  Circulation  Director  is  | 
i  member  of  active  management  team  that  ! 
I  shapes  future  of  family-owned  newspaper,  i 
!  Excellent  benefits.  Send  resume,  salary  re-  ! 
;  quirements  and  references  to:  i 

j  Ty  Ransdell,  General  Manager  j 
t  Santa  Fe  New  Mexican 

P.O.  Box  2048 

;  Santa  Fe,  NM  87504  | 

I  E-mail:  transdell@sfnewmexican.com  | 


CITY  CIRCULATION  MANAGER  f 

Southwest  40,000  +  daily  is  looking  for  a 
strong  #2  for  their  Circulation  Department,  j 
Will  be  responsible  for  city  circulation  in  ex¬ 
cess  of  15,000  and  supervise  3DM's.  Must 
have  3-5  years  of  circulation  experience  j 
with  at  least  2  years  in  management.  Send  1 
resume  to:  GOOD  NEWS,  Suite  245  North,  j 
Alpine  Centre,  Bettendorf,  lA  52722. Please  | 
include  your  current  salary.  I 


CIRCULATION 


ABC  AUDITOR  NEEDED 
Meadowlands  Marketing  Group  is  seeking  a 
current  or  former  ABC  Auditor  to  conduct  a 
complete  legal  review  of  New  Jersey's  larg¬ 
est  newspaper  circulation  practices. 

We  are  interested  and  seek  advice  in  NIE 
practices,  poster  and  promotional  givea¬ 
ways,  hawking  practices,  as  well  as  days  of 
elimination.  Accurate  professional  reviews 
are  imperative. 

Excellent  compensation  available. 

Please  call  Mr.  Atlas 
(201)  842-8380 


EDITORIAL 


HAVE  YOU  EVER  interviewed  Michael  Arm¬ 
strong  or  Carly  Fiorina?  How  about  John 
Elway  or  Mario  Lemieux?  Could  you?  Want 
to?  Experienced  Editor  needed  to  commis¬ 
sion  and  do  some  writing,  as  well  as  pro¬ 
duction  edit,  for  Publisher  of  annual  and 
quarterly  magazines.  Must  have  strong 
background  in  technology  for  our  wire- 
less/e-commerce  publication,  as  well  as 
the  ability  to  oversee  various  sporting  publi¬ 
cations.  Join  our  established  publishing 
team  of  talented  go-getters  in  a  flexible, 
friendly  atmosphere  with  tons  of  perks.  Sili¬ 
con  Valley  Publishing  Corporation  and  Cor¬ 
porate  Sports  Marketing  Group,  Inc.:  Pub¬ 
lishers  of  The  Executive  Magazine;  Official 
Publishers  for  Major  League  Baseball;  and 
The  Celebrity  Players  Tour.  50K  plus  to  the 
right  person.  Telephone  (727)  793-0485 
and  ask  for  Marty  Richardson.  PS:  Good 
golf  game  a  plus. 


MANAGING  EDITOR  needed  to  lead 
10-person  staff  for  10,500  daily.  Must  be 
solid  in  community  journalism,  editing,  pagi¬ 
nating  (QuarkXPress),  team  leadership. 
Send  resume,  clips,  salary  requirements  to: 

S.  Jane  Benton,  Publisher 
Thomasville  Times-Enterprise 
P.O.  Box  650,  Thomasville,  GA  31799 
Or  E-mail:  jane.benton@gaflanews.com 

DEPUTY  NEWS  EDITOR 
The  Dayton  Daily  News,  a  Pulitzer-prize  win¬ 
ning  Cox  Newspaper,  seeks  a  Deputy  News 
Editor,  the  second  in  charge  on  the  news 
desk.  This  is  a  hands-on  position  requiring 
some  editing  and  design.  Candidates 
should  have  at  least  3  years  of  supervisory 
experience,  a  strong  news  background  and 
superb  news  judgment.  Send  a  resume  and 
work  samples  to  Ray  Marcano,  AME/  Pro¬ 
duction,  Dayton  Daily  News,  45  South  Lud¬ 
low  Street,  Dayton,  (JH  45402. 

E-mail:  rmarcano@coxohio.com 
The  Daily  News  values  diversity 

ONLINE  REPORTER 

The  Baltimore  Business  Journal  is  looking 
for  an  experienced  journalist  to  spearhead 
our  daily  online  publication.  The  position  re¬ 
quires  dedication  to  breaking  news  daily, 
leadership  abilities  and  strong  writing  and 
editing  skills.  Please  send  resume  and  clips 
to  Joanna  Sullivan,  Editor,  Baltimore  Busi¬ 
ness  Journal,  111  Market  Place,  Suite  720, 
Baltimore,  MD  21202. 

E-mail:  jsullivan@bizjournals.com 
(no  phone  calls,  please) 


SENIOR  REPORTER  with  5  years  daily  expe¬ 
rience  needed  for  national  magazine. 
Knowledge  of  Washington  regulatory  agen¬ 
cies  a  must.  Contact  John  Guerra  at: 
john@billingworld.com 

www.editorandpublisher.com 


Phone:  1-888-825-9149 


CLASSIFIED  ADVERTISING 


Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


EDITORIAL 

EDITORIAL 

EDITORIAL 

EDITORIAL 

REPORTER  ! 

ASSISTANT  MANAGING  EDITOR 

NEWS  EDITOR 

BUSINESS  EDITOR 

The  award-winning  Los  Angeles  Business 
Journal  seeks  enterprising  reporter  with  2-3 
years  experience.  Daily  and/or  business  ex¬ 
perience  a  plus.  Mail  clips/resume  to  Mark 
Lacter,  Editor,  L.A.  Business  Journal,  5700 
Wilshire  Blvd.  #170,  Los  Angeles,  CA 
90036. 

FILM  EDITOR 

Daily  trade  publication  seeks  film  editor.  Re¬ 
quirements  include  demonstrated  business 
journalism  experience  with  entertainment 
emphasis.  Minimum  five  years  daily  repor¬ 
ting  experience  mandatory.  Some  manage¬ 
ment  preferred.  Resume,  clips  to:  Deputy 
Editor,  The  Hollywood  Reporter,  5055 
Wilshire  Blvd.,  6th  Floor,  Los  Angeles,  CA 
90036. 

U.S.  DEPARTMENT  OF  AGRICULTURE’S 
Economic  Research  Service  is  looking  for 
an  Executive  Editor  for  Agricultural  Outlook 
magazine  (www.ers.usda.gov).  Agricultural 
Outlook  magazine  is  ERS’s  major  vehicle 
for  communicating  comprehensive,  up-to- 
date  economic  analysis  of  developments  in 
the  food  and  agriculture  sectors  to  a 
non-research  audience.  To  apply,  follow  di¬ 
rections  at: 

www.usajobs.opm.gov/wfjic/jobs/ 

BX5334.HTM 

ASSISTANT  CITY  EDITOR 
The  Evening  Sun,  a  20,000  circulation  daily 
newspaper  in  southcentral  PA,  needs  an  ag¬ 
gressive  newsie  who  knows  how  to  roll  up 
his/her  sleeves  and  copy  edit  as  well  as 
work  with  reporters  and  paginate.  This  is  a 
nightside  management  position  with  lots  of 
room  for  advancement  in  a  location  that’s 
close  to  Harrisburg,  Baltimore,  and  Wash¬ 
ington,  DC.  Must  have  reporting  experience. 
Send  resume  and  clips  to: 

Lori  Goodlin,  Editor,  The  Evening  Sun 
135  Baltimore  Street,  Hanover,  PA  17331 
Or  E-mail:  goodlin@eveningsun.com 

MANAGING  EDITOR 

Savvy  pro  sought  for  a  hands-on  job  guiding 
the  deadline  creation  of  our  mid-sized 
AM  daily  30  miles  west  of  Cleveland.  Sig¬ 
nificant  daily  newspaper  experience  re¬ 
quired.  You’ll  work  with  a  young,  talented 
staff  and  a  strong  editor  in  chief.  We’ve 
been  judged  best  In  our  class  in  Ohio  nine 
of  the  last  15  years.  Send  resume  and 
work  samples  to: 

John  G.  Cole,  Editor,  The  Morning  Journal 
1657  Broadway,  Lorain,  OH,  44052 

SPORTS  WRITER 

The,  Journal-Standard,  an  award-winning 
seven-day  a.m,  paper  located  in  Freeport, 
IL,  is  looking  for  a  full-time  sportswriter. 
We’re  looking  for  an  enterprising  and 
rock-solid  reporter  with  a  passion  for  high 
school  sports  to  help  us  cover  21  area  high 
schools.  Application  deadline  is  July  6th. 
Send  a  resume,  cover  letter,  and  4-6  writing 
samples  to:  Scott  Tortomasi,  Sports  Editor, 
The  JournaFStandard,  27  S.  State  Ave.,  P.O. 
Box  330,  Freeport,  IL  61032  or  e-mail  to: 
stortomasi@journalstandard.com 

STAFF  WRITER  for  features,  Web,  depart¬ 
ments  3  monthlies  on  IT  employment. 
Four/five  years  experience.  Click: 
www.cpuniverse.com 

www.editorandpublisher.com 


!  The  Express-Times  of  Easton,  PA,  seeks  a 
leader  with  a  firm  grip  on  newsroom  man¬ 
agement  and  strong  editing/coaching  skills 
to  supervise  18  reporters  and  three  zoned 
editions  in  an  intensely  competitive  market, 
i  Send  cover  letter  and  resume  to: 

!  Joseph  P.  Owens,  Editor 

The  Express-Times 

I  30  North  Fourth  Street,  Easton,  PA  18044 
Or  E-mail:  jowens@express-times.com 

ASSOWEEDira 

Reporter/editor  for  Commonwealth,  the 
award-winning  quarterly  magazine  - 
[  www.commonwealthmagazine.org 
:  published  by  the  Massachusetts  Institute  for 
'  a  New  Commonwealth  (MassINC),  a  non¬ 
profit  think  tank.  Write  and  edit  fea¬ 
ture-length  (3,500-h  words)  and  short  arti¬ 
cles  on  state  politics,  government,  and  civic 
issues.  Solid  reporting  and  magazine-style 
;  writing  experience  required.  Knowledge  of 
i  education  issues  a  plus,  as  is  knowledge  of 
'  Massachusetts.  Editing  test  required. 
Salary  $35K-$40K.  Send  cover  letter,  re¬ 
sume,  and  clips  by  July  13  to: 

Robert  Keough,  Commonwealth 

1 8  Tremont  Street,  Suite  1120 
Boston,  MA  02108 
Or  E-mail  to.  rkeough@massinc.org 

ASSISTANT  FEATURES  EDITOR 
Seeking  editor  for  Features  department  of 
growing  metro  paper  to  help  lead  staff  of 
20.  Experience  of  2  to  5  years  preferred 
working  with  writers,  developing  ideas,  line 
j  editing  and  supervising.  Send  cover  letter, 
resume  and  five  story  ideas  to: 
i  Box  21 91 ,  Editor  &  Publisher 
770  Broadway,  7th  FI.,  NY,  NY  10003 

!  REPORTER 

!  The  Courier,  a  20,000-circulation  daily 
newspaper  in  Houma,  LA.,  has  an  immediate 
;  opening  for  a  reporter.  Candidates  should 
;  have  previous  writing  experience  for  their 
i  college  newspapers  or  for  professional  pub- 
licabons.  We’re  looking  for  a  college  gradu¬ 
ate  with  strong  analytical  skills,  energy  and 
;  command  of  the  English  language.  The 
i  Courier  is  owned  by  the  New  York  Times 
j  Co.,  which  offers  great  benefits  and  ad¬ 
vancement  opportunities.  Send  your  resume 
I  and  clips  to:  Executive  Editor  Mike 
I  Slaughter,  The  Courier,  P.O.  Box  2717, 

I  Houma,  LA  703671  or  e-mail  to; 

I  mike.slaugnter@houmatoday.com 

I  FEATURE  EDITOR 

j  The  Butler  Eagle,  a  30,000  circulation  daily 
I  just  north  of  Pittsburgh,  is  seeking  a  feature 
;  editor.  This  position  includes  writing 
i  feature  stories,  and  organizing  and  planning 
!  stories.  Send  samples  of  work,  a  letter  stat- 
i  ing  what  skills  or  experience  you  can  bring 
'  to  this  job,  and  resume  to: 

I  Mark  Mann,  Managing  Editor,  Butler  Eagle 
I  P.O.  Box  271,  Butler,  PA  16001 
Fax;  (724)  2824180 


REPORTER-  Full-time  reporter  sought  by 
The  Union,  an  award-winning  daily  in  Califor¬ 
nia’s  beautiful  Sierra  foothills.  Beat  includes 
hard  news,  feaiures  and  meeting  coverage. 
Journalism  degree  and  newspaper  reporting 
experience  required.  Submit  cover  letter,  re¬ 
sume  and  at  least  12  notable  clips 
to:  City  Editor  Judy  Brill,  The  Union,  464 
Sutton  Way,  Grass  Valley,  CA  95945,  or 
e-mail  to:  juclyb@theunion.com. 


The  Times-News,  a  20,000-circulation  New 
York  Times-owned  daily  in  the  Blue  Ridge 
Mountains  of  North  Carolina,  has  an  opening 
for  a  news  editor.  The  news  editor  is  in 
charge  of  the  nightside  operation  and  su¬ 
pervises  a  copy  desk  of  four.  Three  years 
daily  news  experience  is  required.  Hours 
are  Tuesday  through  Saturday  nights.  Send 
letter,  resume  and  tearsheets  to: 

Bill  Moss,  Executive  Editor,  Times-News 

P.O.  Box  490,  Hendersonville,  NC  28793 
EOE 

SPORTS  REPORTER 

The  Alexandria,  (LA)  Town  Talk,  a  40,000 
Gannett  daily  in  central  Louisiana,  has 
an  immediate  opening  for  a  sports  reporter 
with  3-5  years  experience  on  its  award-  win¬ 
ning  staff.  The  primary  focus  of  coverage 
will  be  high  schools  with  the  opportunity  to 
cover  colleges  and  professional 
teams.  We  cover  a  13-parish  area  that 
includes  more  than  60  high  schools  and 
three  colleges.  Heavy  emphasis  on  cover¬ 
age  of  girls  high  school  sports  which 
feature  some  of  the  top  programs  in  the 
state.  Send  resume  with  cover  letter  and 
work  samples  to  Human  Resources,  The 
Town  Talk,  P.O.  Box  7558,  Alexandria,  LA 
71306  ore-mail  to: 

personnel@thetowntalk.com 

REPORTER 

Experience  or  entry  level  reporter  compe¬ 
tent  in  hard  news,  features,  photography. 
Great  opportunity  for  a  May  graduate  or 
someone  with  experience.  The  El  Campo 
Leader-News  is  a  5.900  circulation  semi¬ 
weekly  located  near  Houston.  Proficiency 
with  Macintosh,  Quark,  Photoshop  helpful. 
Competitive  salary,  health  insurance,  pre¬ 
scription  card,  gasoline  allowance,  retire¬ 
ment  plan,  bonuses  provided.  Mail  letter  of 
application,  resume,  clips  and  references 
to:  Christopher  Barbee,  El  Campo  Lead¬ 
er-News,  P.O.  Box  1180,  El  Campo,  TX 
77437  or  E-mail  to: 

cbarbee@leader-news.com  or  by  phone  to: 

(979)  543-3363.  Fax:  (979)  543/1097 

SPORTS  EDITOR 

Do  you  want  to  lead  a  five-person  sports 
staff  covering  one  of  the  most  dynamic  an- 
d  diverse  sports  and  recreational  environ¬ 
ments  around?  The  Santa  Cruz  Sentinel  is 
seeking  a  person  with  the  commitment  to 
covering  a  wide  range  of  activities  from 
worldclass  golf  to  surfing,  triathlons  to  soc¬ 
cer,  from  prep  to  university  sports.  If  you 
have  a  proven  record  of  managing  a  sports 
staff,  plus  at  least  three  years  as  a  sports 
reporter,  if  you  understand  QuarkXPress  as 
well  as  running  a  staff  of  stringers,  and  if 
you  want  to  work  in  one  of  the  most  beauti¬ 
ful  areas  in  the  country,  then  send  your  ap¬ 
plication  to  Managing  Editor  Don  Miller  at 
dmiller@santa-cruz.com  or  207  Church  St., 
P.O.  Box  638,  Santa  Cruz,  CA  95061. 

ENTERTAINMENT  REPORTER 
Seeking  an  aggressive  writer  with  knowl¬ 
edge  of  music,  entertainment,  TV,  lively 
arts  and  fine  arts  for  suburban  Philadelphia 
daily.  Coverage  of  weekend  and  evening 
events,  localizing  of  national  entertainment 
news.  Send  resume  and  clips  to:  Pat  Walk¬ 
er,  Executive  Editor,  Bucks  County  Courier 
Times,  8400  Route  13,  Levittown,  PA 
19057. 


National  and  regional  acclaim  and  awards 
have  followed  the  Mobile  (AL.)  Register’s 
rise  to  become  one  of  the  Southeast’s 
most  aggressive  daily  newspapers.  Now  is 
your  chance  to  join  the  team,  as  business 
editor.  The  100,000-plus  circulation  Regis¬ 
ter  -  a  Newhouse  newspaper  on  Alabama’s 
beautiful  Gulf  coast  -  seeks  an  experienced, 
hard-hitting  journalist  for  the  position.  Re¬ 
sponsibilities  include  story  development, 
staff  administration,  editing  of  daily 
copy,  writing  a  Sunday  column,  and 
hands-on  supervision  of  business  pages  and 
the  Sunday  business  section.  Candidates 
must  display  strong  word-editing  skills,  as 
well  as  the  ability  to  cultivate  enterprise  and 
lead  projects.  Coordination  of  graph¬ 
ics/photos  and  ability  to  coach  reporters 
essential.  Send  resume,  clips  to  Dewey 
Managing  Editor,  Mobile  Register,  P.O.  Box 
2488,  Mobile,  AL  36652. 


FEATURES  COPY  EDITOR 
The  Fresno  Bee,  Central  California’s  leading 
newspaper,  seeks  a  features  copy  editor. 
Solid  editing  skills,  attention  to  detail  and 
proven  layout  and  design  talents  required. 
We’re  a  versatile  four-person  desk  that 
needs  someone  who  can  multi  task  as  we 
put  out  nine  high-quality  sections  a  week. 
The  job  requires  a  knowledge  of  entertain¬ 
ment  and  lifestyle  news  and  trends.  Creativ¬ 
ity,  organizational  finesse  and  a  sense  of 
humor  are  musts.  Contact  Melissa  Schukar, 
Assistant  Features  Editor,  The  Fresno  Bee, 
1626  E.  St.,  Fresno,  CA  93786 
(559)  441-6483;  E-mail: 
mschukar@fresnobee.com. 

NEWS  DESIGNERS 

Job  Type:  Permanent  fulFtime.The  Times  of 
Northwest  Indiana,  a  90,000  circulation  dan 
ly  paper  in  Munster,  is  an  award-winning 
paper  located  just  30  minutes  from  down¬ 
town  Chicago.  We  are  looking  for  energetic, 
creative  news  designers  that  thrive  under 
deadline  pressure.  Self-starters  preferred. 
Designers  with  professional  experience  are 
preferred,  but  recent  college 
graduates  are  also  encouraged  to  apply.  All 
applicants  must  be  skilled  in  Quark  and 
Photoshop.  We  are  a  Mac-based  design 
desk.  Knowledge  of  Freehand  and  Illustrator 
is  a  plus.  Send  resumes  and  clips  to: 

Karin  Lowe,  News  Design  Team  Leader,and 
Don  Asher,  Deputy  Executive  Editor.  The 
Times,  601  W.  45th  Avenue,  Munster.  IN 
46321.  E-mail;  klowe@howoubs.com  or 
dasher@howpubs.com 
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EDITORIAL 


COPY  EDITOR 

Are  you  a  dyed-in-the-wool  news  hound?  A 
stickler  for  style  and  accuracy?  If  so,  The 
Gainesville  (FL.)  Sun  wants  you  to  join  its 
award-winning  News  Desk.  Situated  an 
equal  distance  from  Jacksonville,  Orlando, 
and  Tampa,  The  Sun  is  a  56,000  circulation. 

New  York  Times  Company-owned  daily 
in  the  heart  of  Gator  country.  Two  years  of 
editing  experience  and  a  familiarity  with 
basic  design  rules  needed.  Send  a  cover 
letter,  resume  and  clips  to:  Sean  McCrory, 

News  Editor,  The  Gainesville  Sun,  P.O.  Box 
147147,  Gainesville,  FL  32614-7147. 

Fax:(352)  338-3128  or  e^nail  to: 

sean.mccrory@gainesvillesun.com 

GENERAL  ASSIGNMENT  REPORTER 
The  Watertown  (NY)  Daily  Times, 

34,000-circulation  newspaper,  has  an 
opening  for  a  reporter  in  our  two-person 
Massena  bureau.  The  beat  includes  cover¬ 
age  of  local  government  and  major  indus¬ 
tries.  B.A.  degree  required.  Internships  pre¬ 
ferred.  Salary  is  between  $21,800  and 
$26,000  depending  on  experience.  Please 
send  resume,  clips,  references  to: 

Bob  Gorman,  AME-News 
Watertown  Daily  Times 
260  Washington  St. 

Watertown,  N.Y.  13601 
(315)  782-1000,  ext.  259 
E-MAIL:  bgorman@wdt.net 

ENERGY  MARKET  REPORTERS 
Can  you  handle  numbers  as  well  as  words? 

Do  people  take  your  calls  no  matter  how 
busy  they  are?  Price  discovery  &  analysis  is 
job  security  in  business  journalism.  Our 
commodity  is  electricity:  We  gather,  index 
and  analyze  wholesale  power  prices.  Our 
company  was  founded  by  ex-Dow  Jones  ex¬ 
ecutives  and  our  indexes  are  used  by  top 
energy  companies.  Several  openings  in  our 
Houston  bureau.  Good  salary,  stock  op¬ 
tions.  Send  resume: 

rich.heidorn@ipgdirect.com 

COVER  SOUTH  FLORIDA’S 
MOVERS  &  SHAKERS 

The  Miami  Daily  Business  Review,  an  award 
winning  business  and  legal  daily  in  Miami, 

Fort  Lauderdale  and  West  Palm  Beach,  is 
always  looking  for  writers  with  a  thirst  for 
breaking  news  and  a  flair  for  excellent  writ¬ 
ing.  Our  readers,  subjects  and  sources  are 
the  people  and  businesses  that  shape 
South  Florida.  If  you  can  meet  high  stand¬ 
ards  and  compete  in  an  intense  and  exciting 
journalism  market,  please  send  your  resume 
and  clips  to: 

Editor,  Miami  Daily  Business  Review 

One  S.E.  Third  Avenue,  Suite  900 
Miami,  FL  33131 

REPORTER  needed  to  produce  clean,  crisp 
copy  and  quality  photographs  for  island’s 
leading  weekly.  Expect  challenging  assign¬ 
ments  on  major  issues  in  rapidly  developing 
Caribbean  island.  Ideal  for  serious,  ca¬ 
reer-oriented  journalist.  Salary  $285/week. 

Rush  resume,  clips  to: 

Box  2178,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

GENERAL  ASSIGNMENT  REPORTER  needed 
for  growing  community  near  Las  Vegas.  Re¬ 
cent  grads,  and  recent  applicants  (we  may 
have  lost  your  resume)  welcome.  Contact 
Marie  at:  (775)  727-5102. 
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MAILROOM 


MAILROOM  MANAGER 

The  Scranton  Times-Tribune,  Scranton,  PA 
(daily:  33,974  AM  -  35,648  PM  and 
77,898  Sunday)  has  an  immediate  opening 
for  a  Mailroom  Manager.  This  individual  will 
manage  mailroom  employees  while  working 
with  the  advertising  department  and  circula¬ 
tion  department  in  achieving  key  service 
and  quality  goals.  Must  have  knowledge  of 
inserting  and  mailroom  operations  and  re¬ 
lated  equipment,  be  computer  literate  and 
mechanically  inclined. 

The  successful  candidate  will  have  strong 
oral  and  written  communication  skills,  be 
team  oriented  and  possess  the  ability  to 
help  the  team  maintain  its  focus  in  achieving 
goals. 

Competitive  salary  plus  excellent  benefit 
package.  EOE.  E-mail  or  Fax  resume  to: 
jmcandrew@timesshamrock.com 
(570)  348-9119 


PRESSROOM 


PRESSROOM  SUPERINTENDENT 
Experienced  press  manager  sought  to  be 
responsible  for  an  eleven  person  staff  and 
a  seven-unit,  double  width  Wood-Hoe  offset 
press.  In  addition  to  proven  knowledge  of 
press  operations,  candidates  must  have 
solid  managerial  skills  and  forward  thinking 
strategies  for  operating  a  modern  press  op¬ 
eration.  Ability  to  work  closely  with  other 
department  heads  toward  a  common  goal 
of  superior  efficiency  and  quality  is  a  must. 
This  family-owned  company  publishes  a 
seven-day,  30K  AM  newspaper  and  ten  oth¬ 
er  publications.  This  is  an  important  position 
and  is  reflected  in  the  compensation 
and  benefit  package. 

Please  send  full  resume  along  with  samples 
of  web  work  you  have  been  responsible  for 
Denise  Boisvert 

Vice  President  and  Production  Manager 
The  Record-  Journal  Publishing  Company 
1 1  Crown  Street 
Meriden,  CT  06450 

THE  GASTON  (jAZETTE  recently  contracted 
to  print  the  New  York  Times  national  edition 
for  the  Carolines  and  east  Tennessee  loca¬ 
tions  We  are  currently  seeking  experienced 
LEAD  or  EXPERIENCED 
PRESS  OPERATORS 

Must  have  at  least  five  years  press  experi¬ 
ence.  Experience  with  GOSS  Community, 
Magnum  or  Multiple  Web  Fed  Presses  pre¬ 
ferred.  Must  be  able  to  lead  a  shift  utilizing 
good  people  skills  as  well  as  mechanical 
ability.  This  will  be  a  multi-print  site  printing 
both  local  and  national  publications. 

For  the  above  position,  please  send  resume 
and  cover  letter  to: 

The  Gaston  Gazette 

P.O.  Box  1538,  Gastonia,  NC  28053-1538 
Attn:  Human  Resources 
Fax:  (704)  864-0253 
E-mail:  Patricia_Hatley@link.freedom.com 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


PRESSROOM 


PRESSROOM  SALES 

Dynamic,  established  company  is  seeking  a 
sales  professional  with  a  proven  track  rec¬ 
ord  in  newspaper  pressrooms  in  the  North¬ 
east,  Midwest  and  Southeast  Territories. 
Position  will  require  direct  sales  of  consum¬ 
able  products  to  newspaper  production  per¬ 
sonnel.  Emphasis  will  be  on  increasing  mar¬ 
ket  share.  Competitive  salary  -i-  commission 
compensation  package  with  benefits 
and  401(k).  Please  send  resume  in  confi¬ 
dence  to: 

Box  2179,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRESSMAN  needed  for  4  color,  Goss  Com¬ 
munity,  four  high  web  work.  Busy  newspa¬ 
per  and  commercial  shop  offers  excellent 
wages,  401(k),  insurance,  paid  vacations, 
relocation  expense.  Call:  News  Color  Press, 
(419)  947-9221  or  send  resume  to:  P.O. 
Box  149,  Mt.  Gilead,  OH  43338. 


-POSITIONS  WANTED- 


EDITORIAL 


EXPERIENCED  auto  tester  and  computer  gu¬ 
ru  seeks  contributing  writer’s  position  at 
your  magazine  or  newspaper.  Will  custom 
tailor  to  your  format,  exposure  more  impor¬ 
tant  than  pay.  Also  available  for  other  as¬ 
signments.  Contact: 

Opossum@ix.netcom.com 
4901  Green  River  #63 
Corona,  CA  92880 
(909)  340D631 


EDITORIAL 


EDITOR/SYSTEMS  SPECIALIST  -  Fully  ex¬ 
perienced  copy/slot/news  editor,  paginat¬ 
ion/content  system  installer/trainer,seeks 
senior  editorial  or  production  management, 
southern  NH-  Metro  Boston.  Quark,  Word, 
others. 

E-mail:  JDulouz@prodigy.net  for  resume 


FRANK  CAPRA  called  me  “a  genius.”  I’m  not. 
Robert  Altman  said  I  was  one  of  the  best 
critics  in  the  country.  I’m  not  working  at 
present.  And  Sam  Peckinpah  assailed  me 
with  friendly  curses.  At  least  he  wasn’t 
armed.  Veteran  critic  seeks  more  action. 

E-mail:tmacklv@hotmail.com 


REPORTER,  SENIOR  WRITER,  MENTOR,  Col 
umbia  University  graduate  seeks  job  at  the 
last  real  newspaper:  A  paper  that  puts  pub¬ 
lic  trust  before  obscene  profits.  A  paper 
that  honors  reporting,  writing  and  story  tell¬ 
ing.  A  paper  that  pays  a  living  wage.  In  re¬ 
turn,  I  offer  you  and  your  readers  fire,  pas¬ 
sion  and  loyalty.  Knight-Ridder,  Singleton, 
Gannett  and  other  managed-care  chains 
need  not  apply.  Real  papers,  please  send 
applications  to:  Report30@aol.com. 


FREELANCE 


FROM  COLOMBIA:  Drug  &  Civil  War/US 
role:  sjackson@stillman.edu  or  phone  at: 

1  (800)  841-5722  ext.  8858 


NEWS 

makes  the  difference. 


www.editorandpublisher.com 


AVAILABLE  NOW! 


ALL  NEW  2001 
EDlTOR&PUBLiSHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
E&P  Better  Living  Index! 


For  76  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 

But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  of 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 


It's  the  only  source  of  valuable,  descriptive  information  for  MSA 
and  non-MSA  markets  in  the  US.  and  Canada ...  plus  critical  market  data 
for  more  than  1,600  cities  and  all  3,141  US.  counties. 


Outlets.  Retail  Outlets.  Location 
of  Markets.  Newspapers  Serving  the 
Market,  Retail  Sales  Data,  and  much,  much 


Now,  in  our  77th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

Relocation  info  now  indudes  rankings  of  quality  of  life  data  induding: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


PRIdVi 

The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $145.  It's  also  available 
on  CD-ROM  for  windows.  Pricing  for  the  CD-ROM.  which  includes  the 
printed  Market  Guide,  is  just  $495.  (CA.  DC,  FL,  !L.  MA.  MD,  NJ,  NY,  OH 
and  TX  residents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 


Demographic  data  now  includes: 

*  Graduation  Levels 

*  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2006! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns.  Number  of  Households,  Income  per 
Household  and  per  Capita,  Principal  Industries,  Chain 
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OHDEK  TOD.W  ! 

Please  send  payment  to: 

EDITOR  &  PUBLISHER  DIRECTORIES 
770  Broadway,  New  York.  NY  10003 
Phone:  (888)  612-7095 
E-Mail:  rlarsen@adweek.com 
Place  your  order  on  our  Web  site: 
wvv'w.editorariclpiiljlislit'r.com 
(click  on  the  store  icon) 

Or  call  (646)  654-5207  for  more  information 
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Where  You'll  Find  the  Powers  of  the  Press." 
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DAILIES 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 


VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  ShopperH'MC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian, 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


VOL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 

Groups,  Services,  Shopper  and  Niche  Publications. 

•  Name,  Title,  Company,  Phone,  City  &  State 


Call  1-888-612-7095  to  Order 
Buy  the  3  Volume  Set  for  only  $200  and  Save  40% 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists  ^ 

Call  (800)  336-4380  ext.  1  for  details  or  order  online  at  www.editorandpublisher.coni 


Discount  Stores 


Other  Inserts 


Three  of  four EaPj 
Competitive  Media 
Reporting  monthly 
newspaper  advertising  indices 


registered  double-digit 
declines  in  April,  compared 
with  the  same  month  a  year 
earlier. 


Cla.ssified  ads  were  down 
20%;  retail,  16%;  national, 
12%;  and  inserts,  9%. 

In  year-to-date  ad-linage 


totals,  all  four  categories  are 
behind  last  years  pace,  with  re¬ 
tail  down  16%;  classified,  9%; 
national,  8%,  and  inserts,  6%. 
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N  ATIONAL  ROP  ADVERTISING  INDEX 
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50 

RETAIL  ROP  ADVERTISING  INDEX 
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NAHONAL  CATEGORIES 

YTD 

APR 

Airlines 

-12% 

-27% 

Auto  Dealer  Associations 

23% 

0% 

BankVCredit  Cards 

-19% 

-16% 

Computers  A  Softnme 

17% 

-11% 

Corporate/Ofike/Otlier 

81% 

111% 

Factory  Automotive 

-6% 

-26% 

Food  A  Household 

-26% 

-11% 

GavemmenVPolitical 

-23% 

-14% 

Hotels  A  Resorts 

-4% 

6% 

Insurance 

-33% 

-31% 

Investments 

-35% 

-34% 

Mailorder 

-32% 

-19% 

Motion  Pictures 

-21% 

-26% 

Travel  A  Tourism 

-16% 

-18% 

Utilities  A  Communications 

9% 

0% 

JUl.AlTG  SEP;  OCT  NOV  DEC 
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National  ROP  Index 
YTD  -8%,  APR  -12% 

The  Corporate/Office/Other  and 
Hotel  &  Resorts  categories 
were  the  only  components  of  the 
National  ROP  Index  to  increase 
in  April,  year  over  year.  All  of  the 
other  categories  declined  or 
remained  flat,  with  the  Factory 
Automotive  and  Motion  Pictures 
categories  losing  the  most  linage 
for  the  month.  Overall,  the 
National  ROP  Index  declined 
sharply  for  the  month  and 
remains  low  for  the  year. 


JAN  FEB  MAR  APR  MAY  JITN 

iog.00  10464  IUJ7  lun  1»64  '  113.25 
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Apparel  t  Accessory  Stores  - 1 7%  -29% 

-23% 


Computer  Stores 

Cohsun^^MMI 

Department  Stores 


Furniture  A  Accessories 


Office  Supply  Stores 


43%  -50% 


JUl.  AUG  SEP  OCT  NOV  DEC 

N»  107115  11497  11451  145i72  173i7 

Retail  ROP  Index 
YTD -16%,  APR -16% 

Overall,  the  RetaH  ROP 
Index  declined  significantly 
for  AprH.  The  Computer  Stores 
category,  which  was  a  strong 
gainer  last  year,  continues  to 
decline  steadily  on  a  month- 
to-month  basis.  However,  the 
Drug  Stores  and  Budding 
Materials  categories  both 
increased  for  the  month,  vrhile 
all  other  categories  decreased, 
which  caused  the  year-to-date 
percentage  to  decline. 


PREPRINTED  INSERT  ADVERTISING  INDEX 


Preprinted  Insert  Index 

. [ . 4 . .  . 1 . i  .  4 . YTD APR -9%^ 

120  4;;;;^  ^  liiilb  ^ ' .  -4  categories  all  increased  nicely  for  April 

im  Hjk  compared  with  the  same  month  last  year. 

IK,  94.  ^1  9k  However,  every  other  category  in  the 

0  helped  contribute  to  the  index’s  overall 

JAN  FEB  MAR  APR  MAVJUN  JUL  AUG  SEP  OCT  NOV  DEC  loss  of  linage  for  the  month. 
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■  2001  5023  10295  10435  12205 


tHSERTGITEGOWES  YTD  APR 

Building  Materials  -1%  -13% 


Consumer  Electronics 


Food  A  Household  (CMO)  8%  -13% 


Furniture  A  Accessories 


-6%  -22% 


DISPLAY  CLASSIFIED  ROP  ADVERTISING  INDEX 


Display  Classified  ROP 

150  . i . i . I . I-...- . j. . i.  ..  Index  YTD -9%,  APR -20% 

The  Display  Classflied  ROP  Index  sank 

_ _  significanBy  for  AprH  aitd  remains  lew 

m  for  the  year  to  date.  The  Recniibnent 
50  jjfl  calegoty,  which  did  wen  last  year,  lost 

1  the  most  linage  for  the  month,  year  over 
0  JLmmmmmmi  V<6ar.  an  the  other  catesories  of  the  index 

”|jAN  FEB  ImAR  APR  M^  SEP  OCT  INOV  DEC  also  decreased  for  Aoril 
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APR 

Automotive 

'4% 

-13% 

Educatien 

-11% 

riw 

Other  Display  Classified 

-15% 

-13% 

NaaiESbrte 

0% 

^13% 

Recruitment 

-33% 

49% 
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IHE  WRITE  ^fF 


That's  what  The  Media  Monopoly’  author  said  at  NSNC 
meeting,  which  also  featured  other  speakers  and  awards 

BY  DAVE  ASTOR 

SAN  FRANCISCO 

The  author  of  “The  Media  Monopoly”  said 
columnists  are  an  important  “human  voice”  in  an  age 
of  conglomeration  and  impersonal  technology. 

“Columnists  have  always  been  needed,  but  they’re 
needed  even  more  today,”  said  Ben  Bagdikian,  speak¬ 
ing  at  the  National  Society  of  Newspaper  Columnists  (NSNC)  con¬ 
ference  here,  “Readers  identify  with  columns  in  a  highly  personal 
way.  I  get  engaged  with  Gleorge  Will  or  Molly  Ivins  whether  I  agree 

or  disagree  with  them.” 

The  former  Washington 
Post  editor  added  that 
newspaper  executives,  in 
today’s  world  of  bottom-line 
journalism,  shouldn’t  pull 
the  plug  on  new  columnists 
too  quickly.  “A  column  takes 
time  to  hit  its  stride  and 
build  readership,”  Bagdikian  said. 

Two  longtime  San  Francisco  Chronicle 
columnists,  Jon  Carroll  and  Adair  Lara, 
also  addressed  the  conference. 


“[Newspaper]  columnists 
have  always  been  needed, 
but  they’re  needed  even 
more  today.” 


—  BEN  BAGDIKIAN 

Author,  “'Die  Media  Monopoly” 

Carroll  discussed  several  reasons  why 
people  become  columnists:  they  were  good 
reporters,  they  worked  at  a  newspaper  for 
a  long  time,  they’re  experts  in  a  certain  sub¬ 


ject,  they’re  in  a  demographic  group  a  paper 
wants  to  attract,  or  they  were  removed  from 
a  high  position  at  a  paper  and  given  the  col- 
mnn  as  a  consolation  prize.  How  did  Car- 
roll  get  a  column?  “I  saved  the  son  of  the 
publisher  from  drowning,”  he  joked. 

'The  speaker  added  that  columnists 
need  to  take  chances.  “Anyone  afraid  of 
looking  ridiculous  shouldn’t  be  writing  a 
column,”  Carroll  said.  “It’s  better  to  ask 
for  forgiveness  than  permission.”  But 
many  editors  and  publishers  “hate  failure,” 
he  continued.  “You’re  supposed  to  start 
out  perfect  and  get  better!” 

Lara’s  column  is  often  personal,  but  she 
still  comes  up  with  scoops.  “I  was  the  first 
to  break  the  story  that  my  husband  was 
slipping  me  decaffeinated  coffee  for  six 
months,”  she  quipped.  More  seriously,  Lara 
said  a  personal  column  should  have  uni¬ 
versal  elements.  “When  it’s  working  right, 
it’s  not  a  window,  it’s  a  mirror  in  which 
readers  see  themselves,”  she  explained. 

Also,  the  NSNC  gave  its  Lifetime 
Achievement  Award  to  Nat  Hentoff  of 
Newspaper  Enterprise  Association;  its  Will 
Rogers  Humanitarian  Award  (for  work 
benefiting  the  community)  to  Tim  Chavez 
of  The  Tennessean  in  Nashville;  its  2001 
college  columnist  scholarship  to  University 
of  Georgia  graduate  Andrew  De- 
Millo;  and  general-interest,  hu¬ 
mor,  items,  business,  sports,  and 
online  awards  to  about  40  other 
columnists.  And  the  NSNC’s  Sit¬ 
ting  Duck  Award,  which  honors  a 
good  target  for  columnists,  went 
to  the  recently  humbling  Federal 
Bureau  of  Investigation. 

Several  officers  were  re-elected  or  elect¬ 
ed,  including  the  Pittsburgh  Post-Gazette's 
Tony  Norman,  who  joins  the  NSNC  board 
as  treasurer.  1] 


N.Y.  Times 
service  starts 
site  for  images 

The  New  York  Dmes  Photo  and 
Graphics  Service  has  a  new  Web 
site  at  http://www.n_vtimages.com. 
It  offers  images  from  The  New  York 
Times  and  nine  New  York  Times  News 
Service  partners  —  including  The  Boston 
Globe,  Cox  News  Service,  and  Hearst 
Newspapers. 
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Photos  &  Graphics 
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Customers  can  get  the  picture  when  they  call  up  this  new  Web  site. 


Mickey  auction 
‘disappointment’ 

Early  Mickey  Mouse 
sketches  appraised  at 
$3-million-plus  failed  to 
draw  a  bid  of  more  than 
$500,000  at  a  June  8 
continuation  of  an  auc¬ 
tion  to  benefit  the  debt- 
ridden  International 
Museum  of  Cartoon  Art 
in  Boca  Raton,  Fla. 

Museum  founder 
Mort  Walker  said  he  felt 
“profound  disappoint- 
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Judgment 

ny  your  peers  can  sometimes 

ne  nrutal... 


otker  times, 

it  works  out 
just  great! 


Congratulations  to 
Universal  Press  SynAicate 
creator  Don  Piltiro,  coteA 


the  best  newspaper  panel 
cartoonist  in  America  for 
the  seconA  consecutive 


>  year  by  his  peers  in  the 
National  Cartixmists 
^  S<x:iety.  (2000  Reuhen 
Category)  Check  out 
^  "Bizarro"  at 


WWW,  ucomics,com. 


Universal  Press 
Syndicate 

an  Andrews  McMeel  Universal  company 
4520  Main  Street, 

Kansas  City,  MO  641 1 1  -7701 
800.255.6734 

www.uexpress.com 
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ment”  at  the  auction  result.  “Unfortu¬ 
nately,  we  are  now  forced  to  re-examine 
all  available  options,”  added  the  “Beetle 
Bailey”  creator.  “We  hope  to  announce 
our  future  plans  within  a  few  weeks.” 

Walker  said  the  73-year-old  drawings 
contain  the  first  known  sketches  of  Mickey 
and  Minnie  Mouse.  —  DaveAstor 

Court  offers  split  decision 

IN  E-IMPERSONATION  LAWSUIT 

A  New  York  court  ruled  to  keep  one  count 
and  dismiss  four  others  in  cartoonist- 
writer  Ted  Rail’s  suit  against  illustrator 
Danny  Heilman  for  impersonating  him  in 


e-mail  messages  (££5fP,  Sept.  25,  p.  38). 

Rail,  who’s  with  Universal  Press  Syndi¬ 
cate,  said  he  was  pleased  that  the  New 
York  State  Supreme  Court  appellate 
division  is  allowing  him  to  sue  for  libel 
per  se  —  which  “has  always  been  the  crux 
of  this  case,”  he  stated  on  his  Web  site. 

Meanwhile,  Heilman  was  pleased 
with  the  dismissal  of  four  other  counts  — 
including  libel,  injurious  falsehood,  vio¬ 
lation  of  civil-rights  law,  and  intentional 
infliction  of  emotional  distress.  “From 
where  I  sit,  it’s  four  big  positives,”  he  said. 

The  case  might  go  to  trial  later  this  year 
or  in  2002.  —  DaveAstor 


et  cetera  . . . 

Tony  snow  has  ended  his  s-year- 

old  Creators  Syndicate  opinion  column 
to  concentrate  on  his  TV  work  for  Fox 
News. ...  Tribune  Media  Services  and  the 
TMS-owned  Los  Angeles  Times  Syndicate 
International  have  added  a  column  by 
professional  triathlete  and  author  Eric  Harr 
to  the  weekly  Health  and  Fitness  News 
Service.  ...  A  column  called  “Digital 
Woman’s  Monthly”  is  being  syndicated  by 
Cyberwalker  Media.  ...  Universal  Press 
Syndicate  editorial  cartoonist  and  colum¬ 
nist  Ted  Rail  has  written  “2024,”  an 
NBM-published  graphic  novel  that  uses 
the  structure  of  George  Orwell’s  “1984”  to 
comment  on  contemporary  social  trends. 
Rail  also  has  a  new  cartoon  collection 
called  “Search  and  Destroy”  from  Andrews 
McMeel  Publishing. ...  Other  new  AMP 
cartoon  books  include  “Are  We  an  ‘Us’? 

Zits  Sketchbook  4”  by  Jerry  Scott  and 
Jim  Borgman  of  King  Features  Syndicate, 
“Motherhood  Is  Not  for  Wimps:  Baby 
Blues  Scrapbook  No.  14”  by  Jerry  Scott 
and  Rick  Kirkman  of  King,  a  reissue  of 
“Action  Rgure!  The  Life  and  Times  of 
Doonesbury’s  Uncle  Duke”  by  Garry 
Trudeau  of  Universal,  and  a  new  edition 
of  “Why  Dogs  Are  Better  Than  Men”  by 
Jennifer  Berman. ...  “Pluggers”  by  Gary 
Brookins  of  TMS  again  finished  first  in  a 
comics  survey  conducted  by  the  Greens- 
burg,  Pa.,  Tribune-Review.  The  next  three 
finishers  were  the  KiNo-distributed  “Beetle 
Bailey”  by  Mort  Walker,  “Blondie”  by  Dean 
Young  and  Denis  Lebrun,  and  “The  Lock- 
horns”  by  Bunny  Hoest  and  John  Reiner. 
Rounding  out  the  top  five  was  “For  Better 
or  For  Worse”  by  Lynn  Johnston  of  United 
Feature  Syndicate.  ...  King  columnist 
Heloise  presented  the  first  America  Press 
Institute  Heloise  Fellowship  to  Tillamook, 
Ore.,  Headlight-HeraM  Community  Editor 
Linda  Ediger. ...  Self-syndicated  “Ask  the 
Advice  Goddess”  columnist  Amy  Alkon  has 
won  a  Los  Angeles  Press  Club  first-place 
award. ...  Min  magazine’s  “New  Media  Top 
50”  includes  companies  such  as  Clickability 
and  ScreamingMedia.  ...  Online  syndicator 
Context  Media  has  announced  version  2.0  of 
its  “Interchange  Platform.” ...  Copley  News 
Service  is  offering  editors  an  “electronic 
media  kit”  on  compact  disc.  It  includes 
samples  of  all  Copley  products  and  a  link 
at  the  bottom  of  each  page  that  takes 
viewers  to  the  syndicate’s  Web  site. 


THE  HENRY  J. 


KAISER 

FAMILY 


FOUNDATION 


Announces 
THE  KAISER 
MEDIA  INTERNSHIPS 
IN  URBAN  HEALTH  REPORTING 
FOR  2001 


An  internship  program  for  young  minority 
journalists  interested  in  specializing  in  urban 
public  health  reporting 

The  Henry  J.  Kaiser  Family  Foundation  is  again  sponsoring  summer  internships,  starting  Jime 
2001,  at  nine  metropolitan  newspapers  and  at  three  local  television  stations,  tor  young 
minority  journali.sts  interested  in  reporting  on  urban  public  health  issues.  The  interns  are 
selected  by  the  newspapers/TV  stations. 

The  tu'clve  2001  Kaiser  Media  Interns  and  their  host  newspaper/TV  stations  are: 

Monique  Angle  -  USA  Today 
Raihan  Akther  -  The  Detroit  Free  Press 
Kimberly  Atkins  -  The  Boston  Globe 
Danica  Goto  -  The  Sun-Sentinel,  Fort  Muderdale 
Taunya  English  -  The  Oregonian 
Linda  Lou  -  The  Plain  Dealer,  Cleveland 
Anu  Manchikanti  -  The  Son  Jose  Mercury  News 
Angela  Martin  -  KXAS-5,  Dallas-Fort  Worth 
Simone  Sebastian  -  The  Atlanta  Journal-Constitution 
Aparna  Surendran  -  The  Los  Angeles  Times 
Jenica  Dover  -  KTVU-2,  San  Francisco-Oakland 
Ellen  Cho  -  WAGA-5.  Atlanta 

The  Kaiser  Inrernship  Program  provides  an  initial  week-long  briefing  on  urban  public  health 
issues  and  health  reporting  at  the  National  Press  Club  in  Washington,  D.C.  Interns  are  then 
based  for  ten  weeks  at  their  newspaper/TV  station,  typcially  under  the  ihrection  of  the  Health 
or  Merr  Ediror/News  Director,  where  they  report  on  health  Lssues.  The  program  ends  with  a 
3<lay  meeting  and  stie  visits  in  Boston.  Interns  receive  a  12-week  stipend  and  travel  expenses. 
The  aim  is  to  provide  young  journalLsrs  or  journalism  college  graduates  with  an  in-tlepth 
introduction  to  and  practical  experience  on  tlie  specialist  health  beat.  For  more  derails,  check 
our  website  at  www.ktf.org;  to  apply  for  the  2002  program,  write  to: 

Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

Email:  pduckham@kff.org 

Tile  Kaiser  Family  Foundation  is  an  imiependent  health  care  foundation  and  is  not  affiliated  with.  Kai.ser 
Perinanente  or  Kai.ser  Industries. 
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SIMERS:  IRIS  SCHNSIDER/LOS  ANGELES  TIMES 


Dragon  gets 

“If  MY  WIFE  WERE  TO  TELL 
me  that  as  a  special  Father’s 
Day  gift  she  was  going 
I  to  put  me  into  a  cage 
I  with  a  seven-foot  lizard,  I  would  start 

I  sleeping  with  one  eye  open,”  wrote  columnist 

I I  Steve  Lopez  in  the  Los  Angeles  Times.  If  San 
1 1  Francisco  Chronicle  Executive  Editor  Phil 

j  Bronstein  thought  that  the  Komodo  dragon 
j  I  who  munched  on  his  foot  last  week  during  a 
I  visit  (arranged  by  wife  Sharon  Stone)  to  the 
I  L.A.  Zoo,  severing  two  tendons,  was  ornery, 

I  what  must  he  think  of  his  colleagues  in  the 

I I  news  business?  Many  had  a  field  day  with 
I  i  Bronstein’s  misfortune,  unable  to  resist 

I  headlines  like  “Basic  Instinct  H”  and 
I  “Limping  Editor,  Biting  Dragon." 

I  P.J.  Corkery  in  the  rival  San  Francisco 

I I  Examiner  claimed  that  the  dragon  reported 
j  I  that  Bronstein  “tasted  like  chicken.”  Even 

1 1  the  Chronicle’s  own  columnist  Rob  Morse  felt 

I  compelled  to  report  that  the  dragon  “did  not 

I I  have  Fangs”  (apparently  referring  to  Examiner 
\  \  Publisher  Ted  Fang),  before  asking  readers  to 

j  I  “please  stop  sending  me  dumb  jokes  I  couldn’t 
1 1  run  even  if  I  wanted  to.”  But  the  LA.  Times’ 

I  {  Lopez  took  a  broader  view.  “My  guess,”  he 
I ;  wrote,  “is  that  across  the  country,  newsroom 
reporters  are  taking  up  collections  to  send 
their  own  editors  to  the  L.A.  Zoo.” 

Two  shots  and  a  chaser 

!  The  Poynter  Institute’s  Poynter.org  web  site 
I  j  has  launched  a  valuable  (and  some  might  say 

I  j  “pointed”)  section  called  “Crunch  Times,”  sub¬ 

titled  “Squeezing  Newsrooms  in 
a  Down  Economy.”  It  collects 
news  on  layoffs,  reprints  sever¬ 
ance  memos,  posts  financial 
reports  on  the  papers  doing  the 
slashing,  and,  most  helpfully, 
lists  job  boards  and  papers  that 
are  currently  hiring.  ...  Los 
Angeles  Times  sports  columnist 
T.J.  Simers  said  he  inspired 
7,121  obscenity-laced  e-mail 
messages  from  back  East  after  he  called 
Philadelphia  (whose  76ers  were  fighting  his 
Lakers  in  the  NBA  finals)  a  “hell  hole.”  Many  of 
the  messages  were  inspired  by  the  Philadelphia 
Daily  News,  which  published  a  photo  of  Simers 
—  on  a  dart  board. ...  Debut  column  by  Victoria 
Gotti,  daughter  of  mob  boss  John  Gotti, 
appeared  June  10  in  the  New  York  Post. 

www.editorandpublisher.conn 


Simers:  To 


hell,  and  back 


HOTTYPE 

_  THE  BEST  —  AND  REST  —  OF  THE  PRESS 

“V'/z/.s  .s‘(j  much  puhlicitij,  and  icc'rc  fecdlu^ 

into  it.  Wc'cc  surt  ofimicus  of  John  McCain.' 

-  RICHARD  BERKE,  “THE  NEW  YORK  TIMES” 


Photo  of  the  week 


NELSON  SALTING,  THE  ASSOCIATED  PRESS,  JUNE  7 

This  time-lapse  photograph  captures  a  real  magma 
opus  just  before  dawn  as  the  long-active  Mayon  Volcano  in 
Legaspi,  Philippines,  about  200  miles  southeast  of  Manila, 
threatened  to  blow  its  top.  Famous  for  its  near-perfect  cone,  the 
volcano  last  erupted  in  February  2000,  but  has  shown  signs  of 
restlessness  recently.  Volcanologists  (paging  Mr.  Spock)  said  that 
the  lava  flow  is  due  to  the  collapse  of  its  lava  dome  following  the 
slow  rise  of  its  magma.  —  Greg  Mitchell 
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The  Pack  Rat 


Prescribing  heavy-duty  doses  of  public  relations,  America’s 
drug  companies  have  the  press  dizzy  from  the  spin 


ON  April  1,  1998,  a  front-page  story  in  USA 
Today  trumpeted  “Study:  No  heart  damage  from 
diet  drug.”  Just  a  few  months  earlier,  the  diet  drugs 
Pondimin  (the  “fen”  in  the  “fen-phen”  combination) 
and  Redux  (a  “new,  improved”  version  of  Pondimin) 
had  been  taken  off  the  market  at  the  urging  of  the  Food  and  Drug 
Administration  (FDA).  The  New  York  Times  and  other  papers  gave 
space  and  happy  headlines  to  this  story.  Since  about  7  million  people 


took  the  drugs  from  1994  to  1997  and 
could  be  affected,  this  was  good  news. 

Or  was  it? 

In  wTiting  a  book  about  the 
fen-phen  scandal,  I  learned  a  lot 
from  the  files  of  Wyeth- Ayerst 
Laboratories  about  the  use  of 
medical  studies  as  public  rela¬ 
tions,  the  targeting  of  specific- 
newspapers  and  media  outlets, 
and  the  relevance  of  positive 
medical  studies  to  a  company’s 
status  with  Wall  Street.  It’s 
prompted  discussions  between 
health  writers  and  me  about  the 
importance  of  disclosing  ties  between  the 
studies’  sponsors,  and  about  doing  more 
than  rewriting  a  joyous  press  release. 

At  USA  Today,  reporter  Steve  Sternberg 
recalled  he  was  “appropriately  skeptical.” 
The  report  had  been  presented  at  a 
convention  of  the  American  College  of 
Cardiology.  But  he  called  the  FDA  and 
was  told  they  didn’t  buy  the  results;  the 
drugs  w-ere  dangerous.  He  included  that, 
but  the  story  still  gave  the  company  a 
good  “bounce”  in  the  news  cycle. 

Now  here’s  the  scoop.  When  the  study’s 
author  sent  it  to  The  New  England 
Journal  of  Medicine,  which  the  company’s 
research  director  hoped  would  publish  it, 
the  Journal  provisionally  rejected  it.  Its 


editor  sent  a  letter  to  the  researcher.  Dr. 
Neil  Weissman,  asking  him  to  recalculate 
his  results  using  the  methodology  suggest¬ 
ed  by  the  Journal! s  medical 
reviewers.  When  he  did  that, 
the  results  were  quite  different. 
There  was  a  significant  link 
between  heart-valve  disease 
and  the  drug  Redux. 

That  recalculated  study 
was  finally  published  by  the 
Journal,  along  with  two 
others  finding  the  same  links 
with  heart  damage,  six  months 
later.  But  this  time,  the  stories 
in  The  New  York  Times  and  USA  Today 
didn’t  get  the  same  placement.  No  one 
noticed  that  in  the  one  study’s  case,  the 
researcher  was  the  same  Weissman  who, 
only  six  months  earlier,  had  dismissed 
heart-valve  problems. 

Most  press  releases  acknowledge  drug 
company  funding  and  reporters  include 
that.  However,  in  February  this  year.  The 
Associated  Press  ran  another  story  about 
new  studies  of  these  drugs,  and  didn’t 
mention  that  one  of  them  had  been 
sponsored  by  Wyeth.  Furthermore,  one 
of  the  co-authors  was,  in  fact,  a  Wyeth 
employee.  AP  quickly  corrected  this 
oversight.  But  it  raises  a  question  —  if  a 
study  includes  actual  employees  of  a 


company  (which  happened  a  couple  of 
times  in  the  fen-phen  saga),  should  this  set 
I  off  alarms  with  medical  writers? 
i  Finally,  that  last  study,  published  by 
the.(47i7ia&  of  Internal  Medicine,  had  an 
accompanying  editorial  piece  by  a  doctor 
identified  only  as  someone  with  the 
University  of  Pennsylvania.  But,  according 
to  a  company  deposition,  Wyeth  consults 
with  him.  The  doctor  said  he  did  not 
consider  himself  a  “consultant,”  adding 
that  he  had  divulged  his  research  for 
Wyeth  to  the.(4nna4'.  Dr.  Frank  Davidoff, 
the  editor  oi Annals,  said,  “We  ask  our 
writers  to  divulge  possible  conflicts,”  but 
that  he  had  not  considered  this  link  sig¬ 
nificant.  A  medical  writer  in  New  Jersey 
said,  “The  journal  should  have  identified 
the  connection,  however  slight,  so  we  can 
take  it  into  consideration  in  reporting.” 

USA  Todays  Sternberg  said  the  war  to 
get  independent,  accurate  information 
never  ends,  noting,  “Companies  want  to 
use  news  columns  for  advertising.”  Two 
years  ago,  a  huge  advertising/PR  agency 
with  pharmaceutical  ties  invested  in  a 
clinical  testing  company.  How  do  you  tell 
where  the  PR  drive  ends  and  the  real  scien¬ 
tific  results  begin?  “You  have  to  be  skepti¬ 
cal,”  Sternberg  said.  He  knows  quite  well 
that  placement,  space,  and  headline  can  af¬ 
fect  a  company’s  stock  price,  and  influence 
politicians  and  the  public.  They  also  can 
affect  how  your  doctor  will  treat  your  prob¬ 
lem  and  what  he  or  she  will  prescribe. 

One  last  thing:  Look  carefully  at 
allegedly  independent  health-advocacy 
i  groups.  Jerome  Kassirer,  former  editor  of 
The  New  England  Journal  of  Medicine, 
asked  me  to  look  at  the  links  between 
drug  companies  and  groups  such  as  the 
American  Heart  Association  and  the 
j  American  College  of  Cardiology.  “When 
they  send  out  a  press  release  promoting  a 
study  that  helps  a  company’s  product,  ask 
how  much  that  company  gives  them 
annually,”  Kassirer  said.  “How  much 
i  does  that  company  support  their  annual 
convention  and  other  meetings  in  sunny 
spots?  How  much  research  have  individual 
board  members  done  with  that  company?  ” 
I  didn’t  have  space  or  time.  But  maybe 
i  your  reporters  do.  !1 

i  Mundy’s  book,  “Dispensing  With  Truth,” 
was  just  released  by  St.  Martins  Press. 
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Ferag  s  ICS  can  make  beautikil  music 
with  everything  in  your  mailroom. 


No  matter  who  makes  your  inserters,  stackers,  winders,  strappers,  palletizers,  etc.  Ferag  s 
Integrated  Control  System  will  make  them  all  work  together  in  complete  harmony!  The 
systems  unique  open  architecture  lets  you  choose  the  best  equipment  for  each  function  regardless 
of  the  manufacturer.. .ties  them  all  together  for  seamless  operation,  maximum  efficiency,  total 
control!  Call  800-355-0892  today  and  start  making  beautiful  music  with  Ferag! 


'F'E'R'A'G 


FERAG  AMERICAS,  KEYSTONE  INDUSTRIAL  PARK,  190  RITTENHOUSE  CIRCLE,  BRISTOL,  PA  19007 
215-788-0892  TOLL-FREE  800-355-0892  FAX:  215-785-0604 
VISIT  OUR  WEBSITE  AT  www.ferag-americas.com 

A  COMPANY  OF  WRH  WALTER  REIST  HOLDING  AG 
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